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You must have product recognition and company recognition in the 
coal mining industry to get your share of its attractive business. The 
best method of obtaining these is to advertise regularly in COAL AGE. 
Here's why! 


Your advertising in COAL AGE is more certain to produce results 
because COAL AGE has 14,087 (ABC, Dec. 31, 1950) paid subscribers 
— 14,087 men who expressed their intention to read COAL AGE by 
paying for it. Therefore your advertising has more value per dollar 
invested because these men, representing the buying influences at 
every worth-while coal mine and headquarters, are a pay-off audience 
for your products. 


But COAL AGE doesn't stop here. It has these additional services 
to help you increase your sales to the coal mining industry. 


To help you locate buying influences 


Coal Mine Directory. Complete listing of all important coal mines in the 
United States and Canada. Includes locations, addresses, personnel, affiliated 
companies, equipment data, capacity tonnage and reserves. It is the only 
annua! directory of coal mines published Available in state sections, com- 
plete with geographical index and map for each state 


To provide complete, up-to-date information on the coal industry 


Monthly News Bulletin Service Reports on new mines, planned or opened; 
changes in companies, personnel, addresses; new preparation plants; mines 
closed. plus special lists and tabulations 


To help you locate sales outlets. 


Directory of Manufacturers’ Agents, Distributors and Supply Houses Serving 
Coal Mines 


To help you determine market potentials for your products in the 
coal] mining industry. 





A capable experienced market research department 


To give you a quick picture of the market scope, trends and market 
outlook. 


Condensed Data Sheet 


To provide you and your salesmen with sales conversation. 


Coal Age News. Monthly report on news and developments in anthracite 
and bituminous coal mining for makers and sellers of mining machinery, 
equipment and supplies, their salesmen and field representatives. 


A McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET, NEW YORK 18, N. ¥ 
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From an Original Stone Lithograph by Henry E. Winzenried 


The Greatest Purchasing Power The World Has Ever Known, 
Appreciatively Envisions The Scope And Service 
Experienced By Use Of Thomas Register 

For many years Uncle Sam has given Thomas Register a Contract at regular subscription rates... 
exclusive in its field) ...for one or more copies of each edition for substantially every important government 


procurement office. It has also forwarded T.R. to all Consulates and other important government trade 


agencies throughout the world. Over 1200 copies of the current 1951 edition to U.S. Government alone. 


Yet, this vast purchasing potential uses only a fraction of the total T.R. edition, 95% of which is 
subscribed to and paid for by important private industry — representing, in addition to the enormous 


government buying, more than 60% of the total industrial purchasing power of all U.S. private industry. 


THOMAS REGISTER 


The Encychopedic Buying Guide 


THOMAS PUBLISHING COMPANY 


461 EIGHTH AVE.. NEW YORK t. N. v. 
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Before Production can Start, THOUSANDS 
OF AIR-AND LIQUID HANDLING JOBS 


MUST GO THROUGH! 


ACTIVITY now and in the months ahead. 


To meet the challenge of National defense 


1 at the sa time serve a civilian economy 
If you are already selling this field, it ts re 


rin; to know that you are in an ESSENTIAL 


ASSL 
market with materials forthcoming to build the 


roducts which are in such urgent demand 


More than $20-billion, says sINESsS f 
HP&AC makes the RIGHT contacts 


If you are not in our field at present, it may 


w heating piping . 
pay you to look into its possibilities 


stallatrons jobs so 
Orne in! As publishers or 


That's where we 


necessary that production can’t go forward 
show yo 


this 


until they are completed .. . HP&AC, field-leading paper, we car 

how to get approval and orders from 
The RIGHT reader-audience BIG BUSINESS field 

\ this ESSENTIAL 


business the read 


HP& AC 


FIRST in Editorial Service 


FIRST in Circulation . . 
FIRST in Advertising Volume 


KEENEY PUBLISHING, ..6 wn. micnhican, cuHicaco 


AIR CONDITIONING HEADQUARTERS 
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teres ome salesman 


l. you took all of Erecrricat Wortp’s 20 editors 
and rolled them into a composite personality, you’d 
have the strongest salesman in the industry. Because 
here's the kind of superman you'd have: 

In a year’s time he cheerfully travels more than 
200,000 miles, taking part in some 250 industry meet- 
ings and conventions. He is everywhere at once, from 
Coast to coast, talking to industry executives, engineers 
and operating men in every state, inspecting new 
plants, watching experiments, examining problems 
and their solutions 

He’s a top-notch observer, analyst and reporter; but 
he’s far more than that. He’s an active, working part 
of the electric power industry and a tireless contrib- 
utor to industry organizations 

He appears on the programs of meetings and con- 
ventions dozens of times each year, for he speaks the 
language, and no wonder: Before he ever thought of 
joining Electrical World, he gathered 137 years of 
field experience in all phases of the industry, from the 
generation of electrical energy to selling appliances. 

His abilities and experience are far-reaching and 
many-sided. He has written and contributed to many 
books, and he edits the Standard Handbook for Elec- 
trical Engineers. He holds several patents on industry 
equipment, including one for a meter widely used. He 
has devoted 34 years to teaching his craft to college 
students in some of our oldest and most famous uni- 


versities. He’s an expert on utility law. 

Every week he gathers, screens and edits the news 
of the industry (and nobody else does), using to good 
advantage his nearly 200 years of editorial experience, 
including a score on newspapers. 

He is a year-around worker on American Institute 
of Electrical Engineers Committees. Listing these ac- 
tivities, and his engineering degrees and memberships 
in honorary societies, would take several extra pages. 

In his job today he is searchingly self-critical. He 
constantly changes ELectricaL Wor.p, to make it fit 
more exactly into a changing and vastly expanding 
industry — to become always closer and more useful 
to the men on the job. 

He holds the interest and confidence of 22,213 men 
who direct and operate the electric power industry — 
and who will spend more money on capital goods this 
year and next year than executives of any other 
industry. 

Few business papers can set down dimensions 
encompassing as these, but it takes this kind 
edge, experience and tireless effort to se 
growth industry. 





ly 


vegans Bleotmcal 


JOURNAL OF THE GREAT GROWTH INDUSTRY FOR 77 YEARS 
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NEW BOOK PRESENTS 


SALES IDEAS; SHOWS | LET st SIGNPOSTS 
GUIDE 


MERCHANDISING TRENDS 


Here are the signposts to sales in the 

field of plumbing, heating, air conditioning 

and major appliances. They point to contractor-dealers whose broad 

lines supplement one another and are mutually supporting: who get 

business in the most active markets; who relieve the manufacturer 
of worry on installation, service, guarantee. 


By function and loyalty of readership, they are Domestic Engineer- 
ing dealers . . superbly equipped, sales-minded, financially stable. 
Because they are the super-outlets of the mechanical equipment field, 
they command an overwhelming percentage of the total market — and 
they are increasing their share year-by-year. You can learn to know 
them intimately from the new 200-page book, “2,000 and 1 Prize-Win- 
ning Ideas.” 


(Drawn from the actual experience of 3,989 business years, this book 
is an encyclopedia of the merchandising, marketing, management and 
service ideas of 181 dealers who were prize-winners in a national con- 
test conducted by DOMESTIC ENGINEERING. Your sales and dealer 
organizations will benefit from this book. Your request will bring a 
copy for examination.) 

The signposts to sales lead to the thousands of Domestic Engineer- 
ing dealers who are available to supplement or replace your present 
outlets. To get them, let these signposts guide your advertising to 
DOMESTIC ENGINEERING. 


CONSULT YOUR ADVERTISING AGENCY! 


DOMESTIC ENGINEERING 
1801 Prairie Avenue, Chicago 16, Ii! 


for free exominotion, oa 

book, “2,000 and | Prize 

it is understood that | 

without obligation 

within ten doys. After that you may in 
or $5.00. the purchase price of 


2 moy with to distribute copies to 
my wholesolers and dealers. Please send 
me quantity prices . 


NAME 
rine 
COMPANY 


ADDRESS 


TY ZONE STATE 
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TO SALES 
OUR ADVERTISING 


Whatever your marketing, merchandising or distribution prob- are available. These services include Marketing and Research as- 
lems may be the DOMESTIC ENGINEERING organization is sistance, Manufacturers’ Representative Service, Catalog Prepara 
prepared to assist you in many ways. To manufacturers who use tion and Reprinting, Complete List Rental and Mailing Services 
advertising space in DOMESTIC ENGINEERING Magazine or and numerous other similar functions that are designed to assist 
DOMFSTIC ENGINEERING Catalog Directory, all our facilities manufacturers in this industry 
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PR. 1801 Prairie Avenue 








368,198 OF ’’EM 


Everywhere 
Men Who Are Getting 
Ahead in Business 
Read 


The Wall Street Journal 


Are you satisfied 
with the way 
you are getting 
ahead with the 
men who get ahead 


in business? 


If not, 


THE WALL STREET 
JOURNAL 


should head 


your 
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®@ Address letters to: Industrial Marketing. 200 E. Illinois. Chicago 11. 


Record of agency service 
grows: add Hoyt, Lovekin 


@ TO THe EDITOR In your June edi- 
torial, “New Accounts Never Die,” 
which commented on account mor 
tality, you extended an open invita- 
tion to advertising agencies to tell 
f any accounts they have held for a 
long duration 

The A. C. Gilbert Co. came to us 
n 1911; LePages, Inc., in 1915. The 
Russell Mfg Co 
with us 20 years; Rutland Fire Clay 
and Charles Gulden, 
Inc., 27 EVERETT W. HOYT, 
president, Charles W. Hoyt Co., New 
York 


account has been 


Co., 29 years 


years 


8 TO THE EDITOR This editorial is 
wonderful, and right in line with my 
thinking over a 32-year 


32 years old this 


personal 
period (we are 
month) 

You said you'd like to hear from 
agencies regarding old accounts 
so here goes! Out of our present 25 
“active” accounts, 17 have been with 
us more than ten years; seven more 
than 18 


aforementioned), and, believe it or 


years (including some of 
not, two have been with us for more 
than 26 years 

editorial was ex- 
sensible RAY- 
president, R. E 
Philadelphia 


Again, your 
cellent and most 
MOND E. LOVEKIN, 


Lovekin Corp 


Rickard agrees: Keep accounts 
by giving good ad service 


® TO THE EDITOR I was happy to 
find the name of our own agency in 
your editorial, “New Accounts Nev- 
er Die.” 

Everything you say is only too 
true. I can certainly subscribe 100% 
“But 


to your following statement 


we believe, for those agencies who 
wish to grow, that holding accounts 
should be the number one activity 
holding accounts by giving the 
client good advertising and market- 
ing service.” 

Incidentally, would it be possible 
to grant me permission to reproduce 
this editorial in one of our own mail- 
ings? . . H. L. FISHER, president, Rick- 


ard & Co., New York 


P. S. In looking over “Letters to 
the Editor,” IM, July, I note that 
several of my agency friends regard 
a 26-year old account, such as our 
client Oakite, as a youngster. Well, 
to keep in the running, I'll have to 
enter in the client longevity contest 
one of our accounts which we have 
served for 39 years, ever since Rick- 
ard & Co. was founded in 1912. This 
client is the Hayward Co., manu- 
facturers of excavating and material 


handling buckets 


Deferring advertising funds 
makes sense to him 


® TO THE EDITOR I'd like to add 
my comments regarding deferring 
advertising funds for tax purposes, 
as discussed in “Top Management 
Forum,” July, IM. 

How many sales managers 
consciously think and operate along 
the lines of “use the ad appropria- 


sub- 


tion funds now or lose them for- 
ever?” 

There are many sales and adver- 
tising managers who, if the truth 
have been literally 
throwing away advertising dollars 


were known, 


on wildcat advertising schemes 
without proper forethought or eval- 
uation. Because if they didn’t 
spend the money during the years 
when it was available, they knew 


12 ‘ 
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‘A fine volley of words, gentlemen, and quickly 


shot off.” Thus Shakespeare in Two Gentlemen of Verona. 


And thus a great deal of publication promotion. Yet 


no words about a magazine can match the words in that magazine. 


A magazine lives and breathes because of) 


the ideas and wmages that people its pages. PRACTICAL 
BUILDER 


practical builder knows what its 
readers want month after month: meat. And, 
because they get it ip unfailing measure, 


advertisers get it too, 





... Of the light 
construction industry 


iliated with 5 Building Industry Magazines comprising the largest, 
sished publications in the building industry. Building 
Supply News, Ceramic Industry, Ceramic Data Book, Brick and 
Clay Record, Modern Brick Builder 


© imoustaar PUBLICATIONS, INC, CHICAG 





Shipments of Warm Air Furnaces by Type of Furnace 
Annually, 1946-1950 


WINTER AIR 
GRAVITY CONDITIONING 


Number % Number 
699,058 455,857 65 | 243,201 © 3 
844,476 386,71¢ ©46 457,762 54 
776,906 375,583 48 401,323 
717,785 270,986 38 446,799 62 
1,093,189 261,427 24 831,762 76 


SST ul G46 
16% ul G5O...mMORE PRODUCTS 


NEEDED ON MORE INSTALLATIONS 


GREAT EXPANSION has taken place in the warm air heating held during the last five 
years, as indicated by the statistics above. An increase of 57% in total number of 


sales— 1946 compared to 1950. 
But equally important is another upward surge in this marketing picture 


Note that in 1946 only 35°; of all furnaces sold and shipped were for the purpose of 


winter air conditioning installations 


While in 1950, 76% of the total—an increase of 117% —were these 


e 


much more “complete” jobs. 


A winter air conditioning system includes substantially more equipment than a gravity 


furnace installation blowers, bearings, motors, controls, humidifiers, filters, drives, etc 


In fact, last year — with 76° of the industry output for winter air conditioning — sales of warm 


air furnaces reached a gross f.o.b. factory volume of over 204-million dollars. 


Whether it's a defense economy or normal times, the field of AMERICAN ARTISAN IS ESSEN- 


TIAL a field to cultivate intensively if you're now in it a field to investigate closely if you're not! 


in Paid Circulation .:. in Editorial 





_.. -74ad AMERICAN ARTISAN 


Paid Subscribers Handled 


Better Than 80% of All 


These Jobs 


A relatively small percentage of dealers (23 to 
25%) do the bulk of all available business in this 


warm air heating field 


It is from these KEY dealers that your orders 


MUST come, if you want large volume sales 


ONLY THE ARTISAN 100°% PAID 
Through continued market research we know the 
buying power of AMERICAN ARTISAN subscribers 
we know that we reach 92% of the KEY 
dealers who handle better than 80% of the 


warm air heating installations country-wide. 


Furthermore, every KEY dealer who reads the 
ARTISAN is a paid subscriber — a KEY dealer who 
has indicated his need for the ARTISAN by paying 
our subscription price. No dealer receives the 


AMERICAN ARTISAN free! 


THE ARTISAN is the ONLY 100% PAID 


publication in its field — the only warm air-sheet 
metal publication which delivers a readership of pre- 


letermined active buying power. 


KEY DEALERS — YOUR SALVATION 
During World War II KEY dealer subscribers to 
the ARTISAN kept hundreds of manufacturers busy 
on ESSENTIAL WORK for which materials could 


be had. That may happen again 


Yes, if you make anything the warm air-sheet metal 
field can use, advertising in AMERICAN 
ARTISAN comes close to being an indispensable 


sales tool. 
For a complete market picture AS OF NOW, 
we suggest that you contact us in Chicago, New York, 


Cleveland or Los Angeles. 


KEENEY PUBLISHING COMPANY 


6 N. MICHIGAN, CHICAGO 2 


Air Conditioning 
Headquarters 


Also Publishers of Heating, 
Piping and Air Conditioning 
for the Industrial Field. 


Service to Readers... 


in Advertising Volume 
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PROVED READERSHIP 


American 
Machinist 


makes one of the 
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If you sell to America’s industrial giant .. . 
Metalworking ... and want certain PROOF of 
advertising value before you buy space in a 
metalworking magazine .. . this fact is important 
to you: 


American Machinist offers you the certain, com- 
pletely reliable proof you will find in the only 
Advertising Research Foundation Study of a 
metalworking magazine. 


Conducted, tabulated, analyzed, and produced 
by the only media research organization founded, 
controlled, and operated by national advertisers 

.members of the AAAA and ANA... this 
study gives you the kind of dependable facts 
you've long wanted as a guidepost in media 
selection. 


It also gives you exciting evidence of why ... in 
selling to America’s biggest industrial market. . . 
advertisers invest more advertising dollars in 


world’s great selling forces* 


American Machinist than are invested in any 
other metalworking magazine. It gives you 
PROOF of intent, cover-to-cover readership by 
28,000 metalworking men with real buying power 
in this $100-billion-a-year manufacturing indus- 
try. Copies of this study are available to you 
through your nearest American Machinist rep- 
resentative. 


The facts will tell you: when you want to do more 
business with America’s basic industry . . . con- 
centrate your advertising in American Machinist. 
Don’t buy less... when only American Machinist 
offers you the proved readership of 28,000 man- 
agement-concentrated, production-minded, met- 
alworking men. 


Before you advertise in any other metalworking 
magazine ... make sure a full schedule in 
American Machinist is selling this giant indus- 
try’s production executives for you . . . with peak 
impact and at low cost. 





*In 1950 American Machinist was first in advertising pages 


among all magazines of less than weekly es a a 


DISTRICT OFFICES: Atlanta 3, Boston 


16, Chicago 11, Cincinnati 8, Cleveland 15, 


Dallas 1, Detroit 26, Los Angeles 14, New York 18, Philadelphia 3, Pittsburgh 22, San Francisco 4. 





1S A GOOD PLACE TO DO BUSINESS WITH AMERICA’S BIGGEST INDUSTRY 


“4. 
2/8 ee eee 
’ .* - 
e 4s Sie 


210,000 manufacturers 


require a lot 


It takes a lot of “spade work” to reach a saturation of your 
potential market and any coverage less than saturation is only 


a partial job. 


After you check your sales group and estimate the number of 
potential customers, you may find that you can use additional man- 
power. Remember, industrial distributor organizations span this 
national market with experienced salesmen that offer you help. 


There are over seven thousand distributor salesmen who know 
how to do that necessary “spade work” for you. They, along with 


their principals, are the group that read Industrial 
Distribution. 


Your advertising in Industrial Distribution builds an acquaint- 


ance with this experienced group. 


If you are not already an advertiser it will be to your advantage 
to start now... if you are an advertiser it will pay you to consider 
every means to strengthen your approach . . . for the most suc- 
cessful manufacturers in the distribution field are those who are 


consistent advertisers and are well known to the whole field. 


Industrial ==. 


published 


Distribution 2" 


A McGrow-Hill Publication, 330 West 42nd Street, New York 18 
ABC ABP 
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they would never be able to spend it 
at all. How much more wisely would 
these funds have been used if pro- 
vision had been made for its defer 
ment 

One of the prime objectives of 
every sales manager is the elimina- 
tion of sales peaks and valleys. One 
of the means of contributing to this 
levelling off of sales is intelligent 
advertising and sales promotion 
Such effort must result in better 
balanced production and utilization 
of manufacturing facilities, more 
stable working hours for employes 
with better management-employe 
relationship. Reduction in over- 
time costs necessary during peak 
periods means increased profits for 
the company, increased dividends 
for the stockholders, and increased 
taxes for the government. 

If a manufacturer customarily re- 
serves 5° of sales for his advertis- 
ing fund (using a hypothetical fig- 
ure) then a deferment could be 
made on this basis with a restriction 
on the total amount to be deferred 
It may be advisable to limit the 
amount of the deferment to the 
equivalent of a two-year advertis- 
ing accumulation based on an aver- 
age annual sales volume, or possibly 
on the basis of the company’s best 
year. This is particularly true where 
the manufacturer has been progres- 
sive and sales have been constantly 
climbing; however, such details 
most surely could be worked out to 
the satisfaction of all manufacturers 

The deferment of advertising 
funds does make sense B. C. DEU- 
SCHLE, vice-president, Acme Shear 
Co., Bridgeport, Conn 


Will sales quotas work 
for manufacturers’ agents? 


® TO THE EDITOR I was most inter- 
ested in your “Top Management 
Forum” article in June on the pro 
and con of sales quotas 

I feel, however, ,that the full 
meaning of the comments made by 
these nine executives is lost, inas- 
much as there is no reference made 
to methods of compensation and 
salesmen’s classifications. For ex- 


continued on page 128 





Uideotliting Viged 


A 35-year Record 


aged Vue of Advertising 


ever to appear in a single issue of any publication 


serving the Pit and Quarry industries 





To our Advertisers and The ever-increasing number of advertisers 
their Advertising Agencies : in Pit and Quarry testifies to its 


Th 4 LA / effectiveness as a sales-building force 
VL 

4 15,038 Largest distribution in our history 
We are ever mindful of the Advertisers in Pit and Quarry address messages to more individuals with 


purchasing power than can be reached through any competitive 


confidence you have placed in us. 
publication. Subscribers to Pit and Quarry must qualify 


We are ever mindful of our first 
obligation—to our readers. Excel- $1.70 Highest renewal percentage 


lence of editorial content is our Proving broad editorial content of timely and dependable information 
from sources of authority. An indispensable aid that shows producer 


goal—we plan for it, build for it— 
subscribers the way to profitable operation of their business. 


and get it. It is this editorial 
quality that builds sales for you. $3.00 Highest subscription price 


Indisputable evidence that Pit and Quarry is the publication preferred 
by administrative and production executives throughout the industry. 


First tn the Field- 
sistent enatsions PIT AND QUARRY 


.++in total number of advertisers : 
iil anc 538 South Clark St., Chicago 5, Ill. 





“We must keep our products in the forefront of 
their field, and to do this we must stay abreast 
of all advances in design, methods, materials 
and original equipment. We rely on PRODUCT 
ENGINEERING as an essential source of such 
vitally important information.” 


says William J. Harley, 

Treasurer and Chief Engineer, 
Harley-Davidson Motor Company, 
Milwaukee, Wisconsin 


> - . 
.” 


THE MEN WHO DESIGN 





HE DESIGNS MOTORCYCLES... 


~ PRODUCT ENGINEERING 


When you sell to transportation-equipment manufacturers 
... or any industry which can use your products as 
Original Equipment . . . there’s no substitute for 


PRODUCT ENGINEERING'’S sales power 


VEN casual examination of a modern motorcycle 
E will convince you that its design requires enginéer- 
ing skill of a high order and the selection and 
specification of an astonishing variety of materials, 
parts, components and finishes 

And when you want your products specified as 
Original Equipment* on today’s motorcycles or 
any other machinery, equipment, or appliances Amer- 
ican industry manufactures concentrate your ad- 
vertising in PRODUCT ENGINEERING the magazine 
product-design engineers prefer to all others edited 
for them the only design magazine these basic 
buyers in the Original Equipment Market pay to read 

Everywhere in America’s biggest market for parts, 
a $26 billion 


PRODUCT ENGINEERING gives you 


materials, components, and finishes 
market in 1951 


PRODIGY 
ENGINEERING 


top coverage, penetration, and SALES IMPACT ... 
at lowest cost. 

Get the facts on the more than 18,000 technical 
design men in management who subscribe to and pay 
for PRopuctT ENGINEERING. Men who buy PRODUCT 
ENGINEERING because it gives them the kind of infor- 
mation they want. . . edited for them by the highest- 
paid and best-qualified editorial staff of its kind — 
anywhere. 

Ask your nearest PRODUCT ENGINEERING fepresen- 
tative for all the facts about this top sales force in 
your biggest market. He can show you quickly why 
PropuCcT ENGINEERING will sell your products to 
industry's basic buyers of Original Equipment with 
more impact, and at less cost, than any other design 
magazine. 


A McGraw Hill Publication 


McGraw-Hill Building, New York 18 
DISTRICT OFFICES: Atiente 3 * Boston 16 * Chicege 11 * Cincin- 
neti 8 * Clevelond 15 * Delles 1 * Detroit 26 * Los Angeles 17 


New York 18 * Philedelphic 3 * Pittsburgh 22 * Son Francisco 4 





PRODUCT ENGINEERING CARRIES MORE ORIGINAL EQUIPMENT* 
ADVERTISING THAN ANY OTHER MAGAZINE IN THE WORLD! 


*Every company which manufactures 
machines, equipment or appliances is a 
part of your giant Original Equipment 
Market. To reach and sell this big, 
repeat-order market, over 600 display 
advertisers now invest, in PRODUCT 
ENGINEERING'S proved readership, far 
more advertising dollars than are in- 





vested in the readers of any other design 
magazine. These advertisers know that 
from the men who read PRODUCT 
ENGINEERING flows the authority to 
specify, approve, and buy their products 

. in the big quantities and repetitive 
orders which boost volume and cut sales 
costs down. 





AMERICA’S NEW PRODUCTS READ PRODUCT ENGINEERING 
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trends 


A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


Cotton, wool prices to drop; 
new textile machines cut costs 


FOR RENT: 
Textile Manufacturing «+ There is bins. This practice eliminates the 


h icel 

T e Price ess now a new urge in textile-ma winding process normally used for 

Expe rience of hinery development: machinery transferring the yarn spun on a bob- 
ida] 


stable to all fibers bin to a cone for shipping . . PRENTICE 
This urge is leading toward a M. THOMAS, editor-in-chief, Teztile 
universal” yarn-manufacturing World, New York 
system. Already developed are such 
drafting systems as the Ambler and Prices, Wages, Labor . . A possible 
the Bird roll systems that can spin record cotton crop promises to low- 
ost any major fiber in almost any er the high price of cotton this fall 
staple length (from l-in. cotton to Expectation of a record crop is 
5~-. to 9-in. worsted and mohair, for based on an unusually large acreage 
example) planted and excellent growing 
Short-cuts in processing continue weather. Cotton goods buyers, an- 
to develop. Warner & Swasey’s pin ticipating a price drop, are buying 
irafter, announced three or four only for immediate needs. This may 
go, is being installed by more bring curtailed mill operations until 
worsted mills. Designed the new crop is marketed 
for wool, it is also used While lower prices on rayon are 
-synthetics blends and for not to be expected, the small pur- 
ynthetics alone. By e nating chase policy on cotton goods has 
e of the many worsted prepara- been reflected in reduced purchases 
ry processes, it saves in some cases of rayon 
ip to 45°. of the cost per pound of The labor supply in the textile in- 
stock drafted dustry of the South is ample and 
Full-fashioned hosiery mills are should remain so during the re 


pping 10 to 15¢ per dozen pairs off mainder of this year 
manufacturing costs by adapt- Early in April, Emil Reive, presi- 
old German idea patented in dent. Textile Workers Union of 
ntry about ten years ago by America, ordered strikes in a num- 
Kayser & Co. Called the ber of southern textile mills. These 
t is a method of strikes came just when the prospect 
a round toe rather than a for lower fall cotton was beginning 
ve that has to be closed in to cause buyers to withhold orders 
oping operation. Result: elimi- Many of the mills which became idle 
of the looping operation and actually welcomed the opportunity 
skilled operator to curtail 
fashioned-machinery _ build- After remaining out for about 
incorporate the loopless-toe eight weeks, the strikers returned 
and also furnish parts and found that the small buying in- 
ructions for modifying ma- dicated other weeks of idleness 
ready in mills Since then, TWUA has suffered a 
can Viscose Corp., in its setback in the South, and many 
research dept., has success- members have withdrawn from the 
pun woolen-system yarn on union. This unfortunate experience 
instead of conventional bob- of April and May indicates that there 








PENTON'S 
FOUNDRY 
List 


Comprehensive information on all of the 5,867 
foundries in the U. S. A. and Canada. It tells who 
they are and where they are located; what metals 
they melt, their capacities and departments they 
operate. Scheduled for September | publication. An 
outstanding list and directory of the foundry industry, 
reasonably priced. 


Penton’s census of the entire isundry industry in the U. S. A. and 
Canada is the only one of its kind available. This continuing study 
was started in 1900 and has been made every other year since then. 
Complete information is compiled in PENTON’S FOUNDRY LIST. 


This is the list upon which FOUNDRY’S circulation is based— 

coverage no other publication can give you in this mass-production Reaching every foundry employing over 50 
market. Of the 5,867 foundries in the U. S. A. and Canada, . +. and 86% of all others 
FOUNDRY reaches 5,338—91% of the total number. But figured by 

size of foundries—FOUNDRY reaches 96% of the total melting 

capacity—96% of the industry’s buying power. 


Here is a powerful force with which to back up your advertising to 
the foundry market. This information in the hands of your sales 
department will pinpoint your prospects and guide you to big sales 
opportunities in a market that’s going places. 





Helping You Sell To Foundrymen 


A Penton Publication 
WHEREVER METALS B@ ARE CAST aes ite 
Cleveland 13, Ohio 
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What controls the speed 
of the world’s fastest press? 


A high speed Hoe web press installed 


at the plant of the Los Angeles Times 


... powered by nine 40-horsepower motors 


... controlied and synchronized 
by magnetic amplifiers 





THIS STORY HAPPENED to be about a web 
press. And about magnetic amplifiers. The problem 
could have been servo-mechanisms or microwaves 

electronic testing, plastics or appearance design. 
Its end product might have been a textile machine, 
refrigerating unit or X-ray equipment . . . a chucking 
athe or molding press. 

These and hundreds of products call for specialized 
knowledge, today. And the inspiration for them .. . 
the technical information . . . the keeping-up-with- 
what’s-new . . . are supplied by one magazine that 
covers every side of today’s electromechanical 
engineering. 

Schools don’t train electromechanical engineers. 
But the engineer’s practical on-the-job problems 


20 


Control panel of General Electric ignitron rectifier for 
printing press drive. At lower left is soturable reactor with 
metollic rectifiers above to form magnetic amplifier for speed 
variation. Motor armature voltage is controlled by the 
amplifier through the magnetic phase shift network (right panel). 


require both electrical and mechanical knowledge. 
The whole problem is one. 

And the whole problem is ELECTRICAL MANUFAC- 
TURING’s province, for when electrically operated 
machines, appliances or equipment are on the draw- 
ing boards, the designing most often hinges on the 
application of electricity. It begins there . . . but it 
doesn’t end until the final finish is specified. 

That’s why ELECTRICAL MANUFACTURING is read 

. thoroughly . . . by the key men in over 9,000 
plants making electrically operated products. It 
turns them into one dynamic market. It will sell 
for you because it is the work tool of the men who 
control the design specifications of this multi-billion- 
dollar market. 





we 


WHAT...HOW.. ware = “ 


oF 


THE ANSWER IS... 





Today, the web press starts gently at the touch of a button, GLASS-FIBER PAPERS 
runs at 22% speed for threading and fdr jogging the plates r 
into position. It is stepped up to 20% speed for checking = ine Pe a oT 
register .. . then smoothly accelerates to the full power that and thermal stability 
can print up to 50,000 newspapers an hour. 
Magnetic amplifiers have made it possible. 





This important new device is a saturable reactor 
that controls AC current . , . with the help of a small DC signal. MOTORS AND CONTROLS 
For the multi-motored press, it provides stepless acceleration 
and deceleration ... and 8-second braking from full speed. Effect of voltage spreads ; 
In other fields, the magnetic amplifier controls heat ps prvnfin sr ipraere = the selection 
in a pasteurizer; current in a battery charger; . 


direction in contour controls for machine tools. 





it synchronizes the disc in the CBS color television receiver. 
All automatically. Its uses are limited only 
by the imagination of practical engineers. ; 

The editors of ELECTRICAL MANUFACTURING were among the use the thyratron asa > 
first to see the tremendous possibilities of this new control. reversible switch . . . a simple” 

<Yoeet f k 

They searched out every good new application . . . oteeein aah be orp 
helped designers to develop new uses... 


THYRATRONS Jf 





showed them how to construct and apply the new control system. 

Later, they gave ratings and performance dato 

on commercial components. Now, they stress 

automatic operation for new and important jobs. Factors _ must ra balanced 
ELECTRICAL MANUFACTURING makes magnetic amplifiers against each other most 

one of its major editorial topics today because . . . suitable materials for appli were 


<t%, 


MATERIALS FOR FASTENINGS ay 





VINYL. PLASTICS, J 


IT'S AN Liecitomechanica/ PROBLEM 


Electrical 
Manufacturing 


THE GAGE PUBLISHING COMPANY EPA] 
1250 Sixth Avenue, New York 20,N. Y. NB P) 
Publishers to Industry Since 1892 


THE DIRECT SALES APPROACH TO ALL MANUFACTURERS OF ELECTRICALLY OPERATED PRODUCTS 





PROBLEM: How to 


sell textile mills 
in Chile. 


(Chile. South America: population 6.000.000: 
has 195 textile mills: active cotton spindles. 
177.000; currency. peso; rate 65 to the 
$US1.00; exchange free. uncontrolled; lan 
guage. Spanish) 


Hirmas, S. A., modern Chilean cotton 

mill is equipped both inside and out 

with products advertising in Textiles 
Panamericanos 


SOLUTION: ........... 


between the Concepcion. Vina del Mar and 
Santiago textile factory centers make per 
Bona! selling difficult and costly. 2. Selling 
by print is. therefore, in order. 3. Such sell 
ing requires a medium that commands at 
tention. 4. It must be repetitive. 5. It must 
be done in the language of the market 
The important mill owners in all 
three Chilean textile centers pay 
to get the latest technical infor- 
mation given by TEXTILES PAN. 
AMERICANOS every month. It is 
the only Spanish-language maga- 
zine in Chile which gives the mill 
men there the facts they want 
about what is new in textile Amer- 
ica. It is read with attention and it 
influences to action because it 
talks the readers’ language. Pro 
rata cost of a 12 time page for 
coverage of the Chilean textile 
mill market is only 87.96 a 
month. Well worth it! For all the 
facts, write to: 


PANAMERICAN PUBLISHING CO., INC. 
570 7th Avenue, New York 18, N. Y. 
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Give your salesmen allied 


jobs when plant is oversold 


® THERE ARE many ways you can help 
keep the 


our sales manager to 


~salésmen from going to seed 


Plenty of market research work 
be done when the men haven't 
any active selling assignments. Nor- 
mally it would be believed that sales- 
men don’t make good research men 
but they certainly can be used in a 
pinch. They can also run down ques- 
tionable prospects and help clear up 
mailing lists 
Salesmen, of course, should con- 
1e to call on customers and to 
for service needs. Ten minutes 
of a call will suffice for hand-holding 
and excuses for delayed deliveries 
he remainder of the time should be 
secondary 


spent selling products 


getting research information and 


pernaps serving the operating di- 


Visions of your customer companies 


How valuable are names 
on a mailing list? 


®@ USE PERSONAL names if, and this 


s a big if, you and your salesmen 


have the necessary time for accurate 


problems 


in Industrial Marketing 


maintenance of the list. If you can 
get a commitment from your sales 
manager that he and his men will 
help out, then don’t hesitate to use 
names 

Personnel turnover is far above 
normal today and will probably stay 
this way as long as the defense pro 
gram lasts. But letters and literature, 
personally addressed, receive so 
much better attention, that if you can 
get personal names, you should 

Your contractors’ list will be more 
difficult to keep up to date, but if you 
commit yourself to the job, you'll be 


successful 


After service, institutional 
ads, what themes can be used? 


® a coop marketing counsel would 
probably advise you to keep away 
from the extraneous and to continue 
your practical service advertising, 
showing your customers how to make 
the most of your products, how to 
make them last longer, etc 

But if you insist, you might think 
about the possibility of using current 
news happenings, anniversaries, 
holidays, themes. You 


might even get into the personal lives 


historical 
and interests of your customers 


Keep track of media changes 


7 





PREFER 


If your ad schedule reaching the construction men does not 
already include Associated Construction Publications 12 
regional construction magazines that lead the readership field 

then consider the value of placing your message before 
construction men in the best read, most preferred publications 


in the field! Here are facts from a recent unbiased survey 


The most complete survey of its kind ever conducted —ques- 
tionnaires mailed to 58,560 readers of ACP regionals. Con- 
ducted by an outside agency with no identification revealed 
concerning any publication in the construction field. This 
complete survey represents a thorough cross index of all read- 


ers of all construction publications 


In fairness to all publications, no names of any publication 
were listed. Reader was compelled to write in the name or 
names of publications in answer to the questionnaire. Returns 
were received and tabulated by I.B.M. methods by a neutral 


agency 


7 out of 10 construction men wrote in the name of their ACP 
regional as the preferred construction publication. ACP re- 


gionals led by 4 to 1 the preference rating over any other 


national or regional construction magazine 


"MUST READING" 
FOR AD MEN 
@ Survey booklet, “What Publications 
Do Construction Men Read?” tells the 
complete survey story, gives you valu- 
able facts for building the best ad 
schedule for the construction industry. 


REGIONALS 


THESE 12 LEADING REGIONAL 
CONSTRUCTION PUBLICATIONS 
COMPRISE THE ACP GROUP 


CONSTRUCTION BULLETIN 
Minneapolis, Minnesota 


CONSTRUCTION DIGEST 
Indianapolis, Indiana 


CONSTRUCTIONEER 
Newark, New Jersey 


CONSTRUCTION NEWS MONTHLY 
Little Rock, Arkansas 


THE DIXIE CONTRACTOR 
tlanta, Georgia 


MICHIGAN CONTRACTOR & BUILDER 
Detroit, Michigan. 


MID-WEST CONTRACTOR 
Kansas City, Missouri 


MISSISSIPPI VALLEY CONTRACTOR 
St. Lowis, Missouri 


NEW ENGLAND CONSTRUCTION 
Boston, Massachusetts 


SOUTHWEST BUILDER & CONTRACTOR 
Los Angeles, California 


TEXAS CONTRACTOR 
Dallas, Texas 


WESTERN BUILDER 
Mi X . wi L, 





For survey booklet write to: 
G. L, Anderson, Sec'y 
1022 Lumber Exchange Bidg. 
Minneapolis 1, Minnesota 
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The USS Missouri, queen of the U.S. Navy 
speaks with the voice of authority. The 
““Mighty Mo” is no soft-spoken gal when 
it comes to hurtling hot steel from her 
powerful rifles 

Officcal U.S Navy photograph 





there’s only one No. 1 





in Metalworking 


By actual press clipping count 
The IRON AGE again proves itself 


“‘the industry’s voice of authority’’. 


Pick up your newspaper. If there’s a 
metalworking story in it, chances are 
you'll see these significant words,‘ Accord- 
ing to The IRON AGE’’. In fact, by actual 
Luce Press Clipping Bureau count from 
September, 1950 through February of 
this year, The IRON AGE ran up 2,766 
mentions—an average of more than 100 
per week—considerably more than any 
other metalworking magazine. Only a 
fast-paced weekly news magazine with 


the 96-year stature of The IRon AcE 


could backstop editors so reliably. And 
this is another reason why The IRON 


AGE is your first metalworking medium. 





... IN PLANT COVERAGE 
... IN WEEKLY CIRCULATION 
... IN READERSHIP SURVEYS 
... IN MARKET COVERAGE 

.. IN ADVERTISING VOLUME 


No. 1 in Metalworking... 
America’s No. 1 Market 


cdironAge 


THE ONLY ABC METALWORKING WEEKLY 
A CHILTON PUBLICATION, 100 E. 42nd ST., N. Y. 17, N.Y. 
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If You’re Selling to the Manufacturing Industries... 


SELL THESE MEN AND 
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YOU'VE SOLD YOUR PRODUCT 


To keep plant and equipment in shape for 
all out production, American Manufacturing 
looks to the Plant Operating Group. 


The men of the Plant Operating Group must: 


@ provide and maintain the buildings, equipment, and ser- 
vices essential to manufacture 


@ develop and improve producticn methods 


@ select and direct the people essential to operation 


In times like these, that means the Plant Operating Management 
is more than ever concerned with the methods that will boost 
production output. And every piece of plant equipment is being 
i carefully checked to insure that it can stand the pressures of the 
CHIEF ENGINEER ; drive for production and more production. 


The Plant Operating Man has no easy job...and it’s getting 
tougher. So it’s natural that he’s spending more time with the 
industrial magazine that gives him real job help. 


It’s natural, too, that he looks to FACTORY for that help. Be- 
cause FACTORY is, and always has been, devoted exclusively 
MAINTENANCE to serving the Plant Operating Group in the Manufacturing In- 
SUPERINTENDENT dustries. All of FACTORY’s editorial, research, and circulation 
operations are geared to the one task of serving these men 

better ...and they know it! 


That’s why readership studies consistently show FACTORY first 
among Plant Operating Men. And that’s one reason why adver- 
tisers invested more of their dollars in FACTORY in 1950 than 


in any other monthly business magazine... placed far more pages 
of advertising in FACTORY than in any comparable magazine. 


VICE PRESIDENT 


in charge of OPERATIONS a mid , 
330 WEST 42nd ST., NEW YORK 18, l & 4 
— : { Zz 


A McGRAW-HILE PUBLICATION 
Member of : i 


and Audit Bureau of Circulations 





d Business P 





IF YOU WANT TO SELL... 


ENGINEERED 
ELECTRICAL 


EQUIPMENTS 


IN THESE CATEGORIES: 


INDUSTRIAL POWER Re 
DISTRIBUTION Variable Speed Device 
e ELECTRIC HEAT 


tsotators Induction 


tiflers 


wer F wees 


Dieteetr ic 
Resistance 
Heat Treating Fur 
maces 
Meiting 
Bath 
tafrared 
ELEcTRK TRUCKS 
AIR CONDITIONING 
Panel Beards Process 
Switehes Cem 
LIGHTING 


F iuorescent 


Salt 


lastruments 


Switchgear 


fort 
Ceatrel Centers 
TORS & CONTROLS 
Heavy Duty 
Weund Reter Motors 
Synehroneus Motors 
0 Ho Motors 
5000 He Meters 
Electronic Meter 
~ Controt 
\ 


treandesecent 
INDUSTRIAL X-RAY 
METAL DETECTORS 
INDUS. TELEVISION 
WELDING. ARC AND 
RESISTANCE 
FINISHING ° a 
— 


TO IMPORTANT PLANTS 
IN EVERY INDUSTRY 


THEN YOU MUST REACH THESE MEN 


> Industria! Production Management 
> Industrio! Electrical Engineers 
> Utility Industrie! Engineers 








Only in ELECTRIFIED INDUSTRY do you reach oll 
three groups of men simultaneously. Only in 
ELECTRIFIED INDUSTRY are their electrical inter 
ests—ond yours—the exclusive objects ef aften- 
tien. Only in ELECTRIFIED INDUSTRY do you 
reach the utility industrial engineers whose recom 
mendations ore so often decisive on engineered 
electrical equipments 

ELECTRIFIED INDUSTRY's picture reporting of 
electrically powered, proven production ideas in 
every industry from Auto thru Zinc has earned it a 
unique readership from management men and 
from their electrical engineers 

The sponsorship of the magazine by the leading 
utilities (they poy $2.50 per year for their im 
portent industrials) guarantees a continually 
correct circulation—despite personnel and plant 
changes—that simply can't be duplicated 


t 


t 


from Washington 





Korea peace won’t end shortages 


except for arms stockpiles 


By Stanley E. Cohen 


PEACE IN KOREA simplifies indus- 


mobilization, but it doesn't 
mmediate 


With 


planes and equipment 


materials 


end ol 
fighting stopped 
rapidly 


tape! 
ers 
ape! 


xt 18 


months 


tooling up” phase of 


plan to build the 
ntial of the U.S 


adn 


pro- 
and its 
nistration wants to 
program 
nple Congressional 
rget the mobilizatior 


had 


broke 


wher 
Faced 
had 


begun 
Korea 


government 


already 
out in 
war, the 
machine 


the 


stockpiling of 
strategic materials 


Board 


30.000 


had already ap- 


plants to discuss 
With the cold wa 


Wilson and others were 


reached 
M-Day 


irning hot 


orders 


yrought in. They are dead set against 


slow-down now 


Price Snag im Tools . . Office of 


I 


? 


‘ 


p 


‘ 


I 
( 
l 
t 
; 
t 


I 
I 


to hear 


Stabilization can’t seem to get 
the tool 


this 


>, 
ce 
gether with machine 
y Twice 
ng pl for macl tools ly 
< g plans for machine too only 


that 


in- 


lustr spring it issued 


tool production was 
ramped by its regulations 

Last month, OPS tried a third ap- 
after Mobilization 


“*hief Charles Wilson issued a direc- 


yroach Defense 


ive calling for a speed-up in tool 


vutput. Industry members claim this 
atest formula, tying industry profits 
o net worth, leaves no incentives 
or the 


hat 


kind of production miracles 
are needed 

Megal Buyers Liable . . Chiei 
attorney Harold Leventhal has 


rice 


varned that the industrial buyer, as 


vell as the industrial seller, car. be 
punished in the event of an above- 
ceiling sale. “Buyers can’t hope to 
obtain immunity simply by shutting 
their eyes to an illegal transaction,” 
the National 
f Purchasing Agents 


If he 


olation 


he wrote Association 


has any reason to believe 


exists, he can ask for a 


from the seller,” he 


Or if he 


irilicatior 


said wishes to avoid that 


roach possibly because of an in- 


cation that supplies might be with- 
in retaliation, he address 


OPS 


can 


’ The name and 


iquiries to 
dentification of person making 


withheld, he 


any 


such an inquiry will be 


promised 


4c First Class? . . In IM’s June 
this department indicated that 
te first like the only 
available the kind of 

al revenue needed to overcome 
Now Senate Postal 


taken the bit in its 


is- 
sue 
c lass sete med 
source tor 
current deficits 
Committee has 
teeth, and proposed just that . . along 


with & 


? 


airmail, a 30 increase in 


second class and 1 boc third class 
The Senate bill 


$3200,000,000 


raises more than 


and brings the postal 


deficit down to manageable propor- 
tions 

Unfortunately, the solution will be 
even if the Senate bill 
Postal committee is 
endorsing a $420 raise for the 
half million postal 
That means $220,000,000 


Most members agree that postal 


shortlived, 
passes. House 
na- 


tion's workers 


workers are entitled to a cost-of- 


living raise 


OK’s Freight Absorption . . Fed- 
Trade the 
House judiciary committee to water 
down $719, the McCarran Bill, per- 
mitting sellers to meet in good faith 


eral Commission wants 


low quotations of their competitors. 
Anticipating that S719 would pass 
when it came to a Senate vote Aug 








1920-Thirty Yeers of Service to Construction 1950 


Contractors «nd 
Monthly 


a Year. 50 Cents a Copy 


© The Road Problem 
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For your prospective customer who wants basic information on the applications 
of your products to his kind of business—enough to tell him if you have what 
he is looking for—a specialized catalog is your ideal representative in print. 


A specialized catalog interprets your products in terms of your pros- 
pect’s specialized needs. It is not an advertisement, nor is it necessarily a 
“complete enumeration of items.” It is a highly developed form of organ- 
ized buying information which is used profitably by hundreds of industrial 
marketers. 

Such a catalog is made especially for the kind of prospect it is to serve 
and for the buying action you expect it to start—for example, inviting a 
salesman to call or writing for more detailed technical data. 

There is no set form for a specialized catalog, either as to content or 
number of pages. Each catalog presents an individual problem in selection 
and organization of subject matter. One such catalog may carry adequate 
information in eight pages. Another may require forty-eight. 

Specialized catalogs can be produced and distributed almost without 
waste and at low cost. Unlike general catalogs, they can be replaced eco- 
nomically when their information becomes obsolete. Diversification of 
markets or diversification of products, and their uses, sometimes calls for 











several specialized catalogs—in which case these advantages are further 


emphasized. 


Next time you set out to prepare printed product information, we 


suggest that you call in Sweet’s—specialists in specialized catalogs. 


Sweet’s can help you with any part of your catalog job 
You may order these services separately, or in any combination 


DESIGN 


Sweet's design department is staffed by 
63 consultants, technical copywriters, 
draftsmen and artists. Your require 
ments receive individual treatment by 
men experienced in your field and spe 
cially trained for this work 

plan —consultation and analysis of 
products and markets; determination of 
catalog's scope and content 

rough dummies — comprehensive format 
with subject motter, captions, copy and 
cuts indicoted 

finished dummies — complete copy and 
mechanical layout, ready for the 
printer 


PRODUCTION 

Because of the great number of man- 
vfacturers’ catalogs handled, Sweet's 
can offer the economies of quantity 
production with no sacrifice of quality. 


Even if other Sweet's services ore not 
desired, it moy be found convenient to 
have some or all of the details of pro- 
duction handled by ore responsible or- 
gonization 


Sweet's will take complete charge of 
the execution of orders for any or all 


of the following: drawings and photo- 


graphs, engravings, fh 
ah 


DISTRIBUTION 

Sweet's services are available for either 
of two types of catalog distribution — 
individual or pre-filed —to selected or 
genizotions and individuals represent 
ing the bulk of the buying power in the 
construction or manufacturing fields 

1. individuol distribution — by purchase 
of lists compiled by Sweet's, or by using 
Sweet's mailing facilities 

2. pre-filed distribution — by filing manu 
facturers’ catalogs permanent! 
bound, indexed ’ 
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MATERIALS ENGINEERING | DECISIONS 
PERFECTED IBM’S ELECTRIC 
EXECUTIVE TYPEWRITER 


i 
| A 
aterials engineering decisions 


dictated the purchase or use of 





nearly 600 materials, parts, fin- 
ishes, and types of materials-pro- 
cessing equipment before the 
Electric Executive could come 


off IBM production lines: 


16 Irons and steels 

11 Nonferrous metals . ilies 

18 Nonmetallic materials quad ly tao where of 
512 Parts and forms 


typewriting contests 
(professional class—1 hour). 


15 Finishes and finishing operations 


These vital decisions were made by materials engineering men for whom Materials & 


Methods is published exclusively. 


The only magazine which offers you an audience consisting exclusively of men who 


specify engineering materials and materials- processing equipment. 


Concentrate Your Advertising 
Where Materials Engineering Men 
Concentrate Their Attention . . . 





A REINHOLD PUBLICATION 
330 West 42nd St., New York 18, N. Y. 
. 

Cleveland* Chicago’ Dallas* Los Angeles 
San Francisco * Seattle 





Seven ways to houseclean 


today’s mailing lists 


By Willard M. Fox 


® KEEPING mailing lists accurate and 
complete is like washing dishes. The 
job never ends. If you neglect it, you 
find yourself in a messy situation 
And if your help is inferior, you get 
a sloppy job 

While not neglecting it completely 
some direct mail advertisers have 
been doing a once-over-lightly job 
on list housekeeping and have been 
reasonably content with results. But 
times have changed 

With the increased and still in- 
creasing costs of direct mail adver- 
tising, including higher postal rates, 
the cost of mediocrity is becoming 
exorbitant. Many of us can no long- 
er avoid a job we don’t like because, 
it’s unpleasant, 

Just keep in 


mind the rewards. Savings of 25 or 


like washing dishes 
it’s dull, it’s drudgery 
35°, are often easy and savings of 
50 or even 70° are not impossible, 
if you make a serious try at good 
housekeeping 

If you decide to make the try, keep 
in mind that your major objectives 
are to figure out who belongs on the 
list, get those people onto it with the 
least possible cost, and keep every 
body else off 

Obviously those who belong will be 
companies you can sell at a profit 
and individuals who influence pur- 
chasing at those companies. Getting 
them on the lizt at least cost will in- 
clude avoiding duplications, which 
not only eat into your budget but 
make you look inefficient and there- 
fore a dubious source of supply to 
your customer 

As a research man, I have been 
assigned many times in many com- 


panies to clean up mailing lists and 
organize a routine for keeping them 
clean. These are the steps that I have 
discovered to do the job best 


1. Card System. . Cleaning up du- 
plications is tedious, but that is all 
When your lists are on stencils or 
plates, have them run off on 5x3” 
cards. In this form, they are com- 
paratively easy to handle 

Using a MultiSort or similar de- 
vice or even the top of a table, you 
can sort them geographically and 
alphabetically and inspect for dupli- 
cations and minor discrepancies in 
addresses, initials, names and titles. 
In this first step, I have pulled out 
as many as a third of the names 
This has not been once only, but 
several times in several completely 
Right there, I 
have cut down postage and printing 


unrelated industries 
costs cc onsiderably 


2. Directory Check .. The above 
savings are only a beginning. The 
next step is a directory check. This 
is particularly important in dealer 
lists . . paint dealers, hardware stores, 
or the like 
ly rife 
Dun & Bradstreet is my usual first 
choice, and I view with suspicion the 
names which are unlisted. Dealers 


where errors are usual- 


have a fondness for doing business as 
“The World Hardware” or some such 
high sounding name. Hence they 
often get onto mailing lists under 
such a style and also as J. J. Jones 
with an H 4 rating. 

There is no sense to letting such 
duplications remain. After the pre- 
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liminary clean-up, I get them out 
(when volume warrants) by putting 
the rated and classified list onto 
punch cards and sorting by town, 
street and street number. This brings 
together duplicates in which the 
business is one but the styles are 
multiple 

Although this system works bet- 
ter with dealer lists than industrial 
lists, even with industrials it often 
reveals many (and I mean a per- 
centage worth finding) duplicates. If 
a corporation is a holding company 
or an operating company with sub- 
sidiaries, you may find the same man 
listed these several ways: G. W 
Smith, President, DEF Corp; George 
W. Smith, President GHI Co., Inc.; 
and G. Washington Smith, V. P., 
XYZ Inc 

He may be human enough, if his 
secretary does not screen his mail, 
to overlook the clerical bulls that 
create such duplications; but why 
triple your expense? I once found 
the same railroad official on the 
same mailing list 14 times with dif- 
fering titles on subsidiary and leased 


lines. 


3. Expansion . . At this point, it 
may be smart to turn away tem- 
porarily from the cleaning-up op- 
eration to the expansion problem 
In U.S. Census and Old Age and 
Survivors Insurance reports, one has 
at least a crude indication of the 
number of establishments by num- 
ber of employes, by county and by 
other classifications. From industrial 
or even telephone directories and 
the partially cleaned list, you can 
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Tinnerman proves results 


of a case-history advertising 


By Merle Kingman 


® LAST YEAR and in the first quarter 


of this year Tinnerman Products, 


Cleveland manufacturer of industri- 


al fasteners ynducted a survey of 
1,231 new customers to find out what 
brought them to Tinnerman 

The company had an especially 
good reason for wanting to know 
the new business had helped chalk 
up a $4,000,000 sales increase in 1950 

The company had several notions 
about what it might find. For one 
thing, the company knew that some 
of the new customers were produced 
from among the 2,000 inquiries pull- 
ed by advertising during the year 
On the other hand, the sales staff 


slightly augmented by two addition- 
al salesmen, had been covering a lot 
of territory in a drive for new busi- 
ness 

When the results came in, 719 new 
customers had replied to the mailed 
questionnaire a 57.4% response 
The results made industrial adver- 
tising look good, 
kind of advertising that Tinnerman 


particularly the 


had been pushing since late in 1948 
The replies were to this request 
on the questionnaire 
Please place a check below, op- 
posite the source of information 
through which you first heard of 


Tinnerman Speed Nuts or, as a re- 





itis 


sult of which, you placed your first 
order.” 

Seven kinds of sources were list- 
ed: advertisements, salesmen, direct 
mail, magazine articles, industrial 
show exhibits, present users of the 
products, and “other sources.” 

Results showed that present users 
of Tinnerman Speed Nuts were the 
leading source from which new cus 
tomers had first heard of the prod- 
uct. About 343°. of new customers 
credited that source. The second 
most common source was (space) 
advertisements, which was checked 
by 23.3% a 
double that of the third and fourth 


percentage nearly 





place sources combined. The com- 
plete tally 

Present users, 34.3 

Advertisements, 23.3 

Salesmen, 13 

Magazine articles, 11.5 

Exhibits, 3.4 

Direct mail, 2.5 

Other sources 12 

The fact that users and advertise- 
ments were far out in front as “new 
customer sources” in a good year is 
testimony that two basic marketing 
requisites are advertising and a good 
product. It must have taken a good 
product to induce users to recom- 


mend it to so many new customers 


The percentages for users and ad- 
vertising combined (including ex- 
hibits and direct mail) total nearly 
two-thirds of the new customers 
This means that without advertising 
and a good product (or the “free” 
advertising that came from recom- 
mendations by users of that good 
product), Tinnerman might have 
lost two-thirds of the new distribu- 
tion that permitted the $4,000,000 
sales increase 

Advertising Manager William M 
Buttriss said that management has 
approved continuation of the survey 
(every new customer now is mail- 
ed a questionnaire) as a reasonably 
good barometer of the value of cur- 
rent Tinnerman advertising in creat- 
ing new customers 

The advertising behind these re- 


head the search. 

Meldrum & Fewsmith, Cleveland, 
the company’s advertising agency, 
which had dreamed up the case- 
history motif, prepared a kit of com- 
plete instructions to the salesman 
for gathering the data. In the kit was 
a questionnaire to guide him in 
questioning present customers about 
cost savings with Speed Nuts 

The questionnaire was prefaced 
with this explanation: 

“The following list of questions 
will act as a guide in helping you to 
get the information necessary for a 
case-history story. All of these 
questions will not apply to every 
customer, because of the nature of 
his business, but this will serve as 
a check list so that you won't over- 
look any important savings factor. 


Where new customers first heard of Tinnerman 


Direct mail 


Trade shows 


Magazine articles 


Other users 


sults was a business paper campaign 
with a 
theme of case histories of cost re- 
Tinnerman 


hard-to-get, hard-to-beat 


ductions achieved by 
customers through use of the prod- 
uct. Case histories with data really 
significant to the buyer are usually 
good, but this time the company be- 
lieved their appeal would be es- 
pecially strong because of the cur- 
rent concern over rising production 
costs 

The big problem was how to get 
the case histories. With several al- 
ready in the files, the 
knew there were more to be had. It 


company 


decided that salesmen would spear- 


34.3% 


Naturally, it will be necessary for 
us to have written permission from 
one authorized to sign, for us to pub- 
lish your customer's statements as 
to savings. We also need permission 
to come into their plant and take 
pictures, if necessary.” 

Following this were 13 questions. 
The first was a form providing space 
in which the salesman could fill in 
the customer's cost of materials and 
cost of direct labor respectively un- 
der the “former method” and the 
“Speed Nut method.” Savings 
achieved by the switch to Speed 
Nuts were to be listed two ways: 
what the savings equalled in per- 


$ 
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The survey also showed that 8% 
of the so-called news releases are 
duplicates of others in the same mail; 
that another 20° of the releases, al- 
though applicable to the editor's seg- 
ment of the business community, do 
not fit into the editorial formula; 
that a full 42° have no application 
whatever among the publication’s 
readers, that the editor set aside 
14° of the releases as “possibly use- 

An editor looks ful” either for publication or as 
background information for the edi- 
tor himself and that he judged a 


precious 16% “usable.” 


at your news releases 


Only 1242 of the releases reached 
print immediately 
Probably 5,300,000 news releases 
are wasted annually on business 
paper editors. That estimate a 
By Richard H. La Bonte 
very rough one is arrived at by 
computing the number of releases 
received annually by Food Packer, 
on the basis of its 60-day survey, 
and multiplying that yearly total by 
and finds that 70% haven't the remotest this and heaven knows what else the nation’s 1,700 business papers 
chance of getting published. What are you He can predict with reasonable ac- The total is probably conservative 
going to do about it? The editor offers you ous y that 70 of his morning mail and mav actually be two or three 
some data and cold advice "7 } } 
be a waste of his time times higher 
knows because his publicetion, Of course. numbers mean little in 


Food Packer, conducted a 60- the Mimeograph Age. But if we as- 





survey of releases arriving in the sume for the sake of discussion that 
The survey showed that 70 getting into print” is the goal of 
, 


print in any form publicity, the news release industry 


s 87% inefficient 





nas 


do- 


as the tide 
the desk re- 
the stockhold- 


ympany, a new 


vuld be a litor, endowed 
th that special patience and that 


very special evyesignt yf editors 





This happens to be the editor of a 





business publication aimed « 
sively at the food c: 
Nothing else: not 


facture, not toy retailing, not s.de- 








walk construction, not even the 





packaging of popcorn for the cinema 
Yet the editor knows that his 


morning's reading will include all 





A major reason is the “buckshot 
method” of grinding out news re- 
leases to long lists of publications 
on the theory that some are bound 
to print the material. Obviously, this 
method is applied ruthlessly to pub- 
licity. No doubt some one has figures 
showing how many dozen publicity 
releases you may expect to see 


printed for every thousand mailed 


But why .. does the Veterans Ad- 
ministration mail all commercial 
publications a resume of the distri- 
bution of living veterans, by states? 
Not even the buckshot method de- 
mands that an aluminum producer 
advise the canning industry about a 
new conductor cable to be suspended 
from telephone poles. Think care- 
fully, now: can a fruit-freezing plant 
really use that revolutionary new 
rug-cleaning fluid? 

Here comes a release from a big 
electrical manufacturer: it has gone 
and developed a peach-tinted fluor- 
escent lamp which enhances the ap- 
pearance ol foods. (Maybe we can 
send some down to Florida, where 
citrus canners have been battling a 
grade-labeling law. All the orange 
juice will look like Grade A.) 

Nobody 


amples they are real 


these ex- 
They, and 


hundreds like them, were received 


dreamed up 


by Food Packer during its 60-day 
survey 

Who are the worst offenders? In- 
dividual companies acounted for 33 
of the unusable material; the govern- 
ment, 24 trade associations (out- 
side the canning industry), 21 
advertising agencies, 14 and pub- 
lic relations agencies (bless you, 
boys), 6 

Of course, the big reason for the 
prevalence of the buckshot method 
of publicity is that it’s easy. You 
merely elevate the boss's stenograph- 
er to the status of publicity man 
Anyone, armed with Mimeograph 
publicity client and 
The Market Data & Directory Num- 
ber of INDUSTRIAL 


stencils, a 


MARKETING (fo 
names and addresses) can go into 
the business. Why hire a publicity 
specialist when the stockroom boy 
can work the same magic? 

The Mimeograph marathon rolls 
on, and there is seemingly litle dis- 
position toward the shirt-sleeves 
work of media analysis. The true 


needs of media, as separate and in- 


seldom 
studied or even recognized. (Item: 
So automatic is the system that every 
week Food Packer receives releases 
addressed to Canning Age, a name 


dividual publications, are 


the publication bore until ten years 
ago.) Until someone proves other- 
wise, I will stand by the statement 
that three-fourths of the publicity 
releases to business papers are the 
responsibility of people who have 
never read the publications and 


never intend to 


The food field . . is a good example 
When Amalga- 
mated Grocery Bag decides to send 


of media diversity 


a release “to the food papers,” the 
following trade papers will get it: 
papers which cover raw materials, 
manufacturing, wholesaling and re- 
tailing; others which cover only raw 
materials, only manufacturing, etc.; 
still others covering these phases of 
only one segment of the food field 
e.g., the chocolate and confectionery 
segment. The release also will go to 
papers covering only one phase of 
one segment of the food field, such 
as candy retailing, canned food 
manufacturing, processing of citrus 
fruits 

And, to top it all off, there are 
weeklies, bi-weeklies and monthlies 


Each has its 


own editorial formula, area of cov- 


throughout the field 
erage and deadlines 

Some publicity men will contend 
that this very diversity is the excuse. 
This is why the buckshot method is 
necessary there is no-other choice 

But there is another choice. To 
the buckshot method and the fail- 
ure to analyze media, we can add 
another major reason for that 8742% 
inefficiency. While the Mimeographs 
have been grinding, the honorable 
“exclusive” has been lingering near 
death. Fashioned by hand with the 
loving care of its creator, it has 
joined the other old-fashioned, slow- 
working products of the era before 
the mechanical duplicator 

An exclusive article in one pub- 
lication is worth 20 blurbs in as many 
media, if only because the reader 
hasn't seen it 19 times. One of the 
industrial salesman’s most valuable 
prestige tools is the reprint, from en 
industry paper, of an article featur- 
ing his product or service 

But, in how many cases has that 
article originated in the publicity 


department of his company? I'll tell 
you. During the period covered by 
our 60-day survey, Food Packer 
published ten feature articles which 
might have had such an origin. Yet, 
in every case, the article was the 
work of a staff writer who went to 
the source and got the facts. Mean- 
while, at the same source, a publicity 
man cranked his Mimeograph, turn- 
ing out releases destined for the 
wastebasket by that same editor's 
desk 

And, during that time, the publi- 
cation was approached by only two 
public relations men who offered 
stories, prepared by their agencies 
according to the publication's for- 
mula. Since then, both stories have 
been printed. 


Somewhere . . there is a publicity 
man who will open an office with 
no Mimeograph, no stencils. Armed 
only with a typewriter and some 
yellow copy paper, and shod in good 
leather, he will make himself a 
fortune 

He will abandon the “who-what- 
where-when” of publicity puffery 
and draw, instead, upon the techni- 
cal know-how of his clients. The 
keys that spell “how to” will be 
worn on his typewriter. He will 
provide the readers of industrial 
publications with what they want: 
information to ease the job, improve 
the business (for that is all they 
And he will 


offer these stories, tailored to spe- 


want, most of them) 


cific requirements, to one publica- 
tion at a time 

He'll be a very popular guy with 
editors 

But, until there is a definite swing 
away from the Mimeograph (and 
this may not occur until some writ- 
er overloads one and it throws the 
whole mess in his face), it is prob- 
ably best for editors to take what- 
ever comfort they can from such 
unintended humor as this (quoted 
precisely, except for names): 


Come, love 
and tip-toe away before the air- 


. let us join hands 


conditioning goes off. The atmos- 
phere would be intolerable without 
it 
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How to pay your salesmen 


in today’s changed conditions 


By Robert F. Dick 


S WITH THE BUSINESS FUTURE more 


uncertain than ever, what every 


sales manager wants is the most 
flexible compensation plan possible, 
keeping incentives but barring easy 
windfalls for salesmen 

For easy administration, the trick 
is to get a plan that retains its basic 
pattern while meeting the changing 
conditions brought on by material 
shortages, price controls, war con- 
tracts and either present or impend- 
ing competitive selling 

While we can change the rates in 
a commission plan and raise and 
lower salary ranges (subject to wage 
stabilization board approval) in a 
straight salary plan, it is question- 
able whether either plan will there- 
by have the flexibility required to 
meet changing conditions and still 
keep the basic requirements. To de- 
vise a plan that does have flexibility 
and does meet basic requirements, 
the following steps are a sound ap- 


proach 


1. Prepare a Job Analysis . . 
The scope, requirements, duties and 
responsibilities of the salesmen’s job 
should be written out. I have found 
it helpful to classify selesmen’s re- 
sponsibilities under these headings 
selling activities, routing activitic 


product requirements, service re- 


quirements, supervision and control 


2. Establish Objectives . . for the 
After the job 


analysis is completed, decide what 


compensation plan 


you want the compensation plan to 


accomplish . . full-line selling, meet- 


ing quotas, developing men, deeper 


account penetration, lower sales cost, 
new account development, customer 
effort on selected 


service, more 


items, etc 


3. Check the Analysis . . of the 
salesman's job against compensation 


plan objectives 


4. Establish . . a salary element 
in the plan. This can be a minimum 
and maximum salary range based on 
classification of salesmen, such as 
trainees, juniors, seniors and key 
representatives 

You might consider your base 
salary as security money to provide 
the salesmen with minimum living 
Under this 
might represent anywhere from 40% 
to 60 


expenses 


concept, it 
of total take-home pay 


5. Fix the Sales Quote . . and po- 
tential. Under any plan that re- 
quires standards to be met, you 
should 
bogey for the men to reach. Your 
compensation plan should be geared 


establish quotas or some 


to some measure of a territory. In 
fact, the type of flexible plan that 
we are talking about here requires 
that you know how much business 
the territory can produce, how 
much it is reasonable for us to ob- 
tain, and the work load in terms of 
accounts, calls, and physical cover- 
age that one salesman can handle 
Your 
set up on a measurable basis 
through the development of buying 
indices, outlets, number of 


accounts, or some statistical measure. 


sales territories should be 


power 


Or you may actually compute your 


Protective devices. 

such as ceilings 

on salesmen’s salaries 
are objectionable because 
they defeat the logic 


of incentives. But today 


we can hardly avoid them 
Here are ways to fix them 


. in order of palatability 


work load on the basis of number 
of accounts of varying size and the 
number of calls required by each 
size classification, and then com- 
pute how much one man can handle, 
leaving some margin for prospect 
calls 

Should you use commissions or 
bonuses or both? If you are not con- 
cerned with service requirements, 
good will, the development of junior 
salesmen by seniors, new accounts, 
call frequency and related factors, 
then forget the bonus 

Your commission is merely a rate 
against a volume level, or putting it 
another way, it is a payment for 
sales. In our flexible plan you can pay 
commissions (1) on all sales from 
the first dollar, (2) on all sales over 
a break-even point, or (3) on all 
sales in excess of base quota. 

The salary and commission com- 
bination, when based on a sound, 
equitable and workable territorial 
set-up, is the backbone of the flexi- 
ble plan. However, I prefer a bonus 
addition which contributes approxi- 
mately 10% or slightly more of total 
compensation for the performance of 
those activities that sales manage- 
ment wants accomplished, not cov- 
ered by salary and/or commission 

For those of you who can’t use a 
commission element because of the 
number of items in your line, let 
your bonus represent 40° to 60% of 
total take-home pay. Pay your men 
the salary for reaching quota, but 
split up the bonus payments and re- 
ward the salesman for each different 
incremental volume level as it is at- 
tained 





6. Test the Plan . . After a plan 
is prepared, it should be tested by 
application to past and forecasted 
sales volume levels. It may be help- 
ful to work the plan behind the 
scenes, or it might go on trial in one 
or two territories in order to work 
out the bugs. This gives you advice 


and counsel from the salesmen 


7. Sell the Plan . . After 
agement is convinced the plan is 
workable and equitable, it should 


man- 


be sold to the salesmen through 
group or individual discussions. They 
must understand its objectives and 
benefits and be given an opportunity 
to discuss it. Each man should re- 
ceive a written statement of the 
plan, and he should understand how 
he can come out under it 

To further adapt this type of plan 
or any plan to today’s conditions, 
sales management should consider 
each of the following questions 

1. Should we have a ceiling on 
salesmen’s earnings? Under normal 
conditions I am opposed to a protec- 
tive device such as ceilings because 
they defeat the .ogic of incentives. 
However, under today’s conditions 
we should consider some device to 
avoid windfalls. It is important that 
we make this 
palatable to our salesmen. Depend- 


protective device 
ing on your particular situation, the 
following suggestions are offered in 
their order of palatability: 

a. If war work is pushing up the 
sales curve, we might revise the ter- 
ritory standard and up the bogey 

b. An alternative to this would be 
to revise the sales territories, thus 
in effect reducing the potential 
earnings available to one salesman. 

c. We might also reduce the com- 
mission rate or bonus per cent paid, 
or we could put our commissions on 
a decreasing sliding scale 

d. Another device would be to 
limit the amount of credit on in- 
dividual accounts 

e. In some companies govern- 
ment business is pulled in under 
house control, while in others the 
salesman is credited for only a por- 
tion of war work directly produced, 
although this complicates the ad- 
ministrative and clerical activity 

If these devices, in spite of the 
fact that they vary in palatability, 
still would not prevent commission 
from upward 


earnings exploding 


Sales meeting perks up via pitchforks.. 


x 


.. and pitching 


sales manager Bray 


bag to each salesman, with 


him } 


out of bounds, you might have to 
arbitrarily limit a man’s take home 
pay to 100° or 200% over his aver- 
age earnings during the past five 
years. In any event, the salesmen are 
entitled to an explanation on some 


basis of reasonableness and logic. 
2. What can we do under wage 
Under 
wage stabilization general regulation, 
section 5, you can continue to op- 


stabilization regulations? 


compensation 


August 1951 / 39 


erate your normal 


1ge 





management 


foru 


a monthly im feature 





Thirteen executives talk 


about setting ad appropriations 


What is the best system for determining the annua! appropriation for industrial advertising? 


Is it the percentage or per unit method where the budget is based on past or expected 
profits. on the number of units sold. on the number of customers or prospects? Or the busi 
ness climate method where management bases the figure on current business conditions? 
Or the sales objective or task method where a definite sales goa! is set. and the adver 
tising program tailored to accomplish this objective? 

With “appropriation time” just around the corner. Industria! Marketing invited a group 


of nationally known executives to answer these questions: 


@ What system does your organization use for determining the annual budget or ap 


propriation for industrial advertising? 
@ When and in what form are proposed budget figures submitted? 


@ Who must approve them? 





lies increase their advertising ex- 
penditures in good times and pare 
them sharply in times of a slow mar- 
ket. This, we believe, only accent- 
ates the peaks and valleys of a 
sales curve 
The budget is prepared by the ad- 
vertising manager and submitted to 
his administrative officer, generally 
® We believe in the principle that n September After approval, this 
our annual advertising expenditure gives the advertising department 
be higher percentagewise to ficient time to commit for space 
a buyer’s market than in a beginning with January of the fol- 
such as we have today. We wing veal 
ve adherence to this policy will A formal approval of the budget 
give us emphasis on sales promotiot s made by the administrative vice- 
at the time it is most needed president. Frequently other officers 


You will find that some compa f the company participate in a dis- 


A monthly discussion, 
n which industry's top 
executives talk frankly about 
management policies 
th current industrial 
ling 


go prootems 


ission of the proposed budget 
We place all of our space advertis- 
through three advertising agen- 
one of these handles our agri- 
ral market adve rtising, another 
handles our export advertising, and 
the third handles industrial adver- 
tising in the United States and 

Canada 

Our literature, which is included 
in the budget, is prepared largely by 
our advertising department with the 


aid of commercial artists 


Richard S. Perkin 


® Our advertising budget is deter- 
mined not by a fixed percentage of 
expected gross sales but by a careful 
consideration of advertising objec- 
tives for the coming fiscal year. A 
program aimed at attaining these 
objectives is prepared by the adver- 
tising department under the guid- 
ance of the director of sales 

A budget request for the neces- 
sary funds is submitted for approval 
by the executive vice-president and 
the financial department about a 
month prior to the end of the cur- 
rent fiscal year at the same time 
other departmental budget requests 


are made 





The ratio of advertising to sales 
will vary to a certain extent under 
this system 


rising, for instance, 


when the announcement of a new 
product is a part of the year’s activi- 
ties 

The important feature of the sys- 


dollar 


for advertising expenditure must be 


tem is that every requested 
justified as fully as money request- 
ed by any other department within 
This leads to carefully 


pre pared and produc tive advertising 


the company 


programs 


Gwilym A. Price 


@ We 


and sales 


believe that our advertising 


promotion expenditures 
must bear their proper relationship 
in the cost of selling. This operation, 
like all other divisions of the sales 
contribute to 


department, must 


profits by helping to increase sales 
volume 

Budgets are determined by mar- 
keting need rather than by any set 
These 


pared annually and reviewed quar- 


formula budgets are pre- 


terly by an over-all budget commit- 


E. E. Clark 


® In establishing the annual adver- 
tising budget, our sales management 
endeavors to set the objectives de- 
sired from our advertising program 
Next, we consult with our advertis- 
ing agency on a program to achieve 
the objective 

with 


The program is submitted 


costs for each medium. It is natural 
for our agency and sales personnel 
to consider a total dollar budget fig- 
ure reasonable in relation to antici- 
pated sales. However, in recent years 


the objective of the program has 


been the primary consideration in 
setting a budget for our advertising 

The proposed budget figures are 
submitted in November by our ad- 
vertising agency with a listing of the 
media and calendar of insertions for 
This budget is 
reviewed by sales management. The 


the following yea 
final program is presented to the 
president and executive vice-presi- 


dent for approval 


pe. 


William J. Mclivane 


8 In deciding how much is to be in- 
vested in advertising, we have found 
the “task” or objective method to be 
the most satisfactory 

Under this system, our sales pro- 
motion-advertising manager dis- 
cusses the forthcoming program with 
each of the product sales managers 
and with the vice-president in 
charge of sales. Definite goals are 


established for the coming fiscal 
year. Based on this information, a 
budget is then set up by our sales 
promotion-advertising manager fot 
each product 

These figures are then submitted 
to my office for final review and ap- 


proval early in November 


Avery C. Adams 


8 Ou: 
mined by what 


advertising budget is deter- 
could be called a 
task 
Early in the fall, the sales and adver- 


modification of the method 


tising departments determine the 


objectives of our program for the 
coming year 

The means of reaching these ob- 
jectives are outlined. The cost of the 
determined and 


program is then 


modified by what is considered a 
reasonable expenditure based upon 


the estimated sales for each product 


Percentages of the amount of the 
total budget allocated to each de 
partment are shown. Also, percent- 
ages for each department show the 
amount the allocation represents as 
compared to actual sales 

In October, the study is presented 
to the president for his approval. 


® Our 
to build our 


preference has always been 
task 
per- 


budget on the 
method, rather than to use a 
centage of sales 

It is decided which of our prod- 
ucts need advertising or more ad- 
vertising, where we need the assist- 
ance of advertising to maintain our 
competitive standing, or strengthen 
our position in a market. A schedule 
task, 
the cost estimated and budgeted 


is planned to accomplish the 


Our advertising budget is based 
on the calendar year and submitted 
for executive approval in October. 
It is prepared in typewritten form 
and in complete detail. The cost of 
every activity is given so we can see 
just how much is budgeted for trade 
and preparation, 


magazine space 


direct mail, literature and dealer 
helps for each of our products. 
There are preliminary approvals 
of the budget by our product man- 
agers and sales managers before it 


is submitted for final approval 


Fred S. Durham, Jr. 


V ice-pre ler 


8 We do not budget our advertising 
at either a “pegged” dollar figure 
fixed 
We believe that flexibility gives our 


or ata percentage of sales 
advertising department and agency 
latitude in their 
well as 


personnel more 
selection of a program as 
choice of media, and enables us to 





DANGER... 
DYNA 


People . . 


ia) with tape! 


ONE VU 
LEADS TO 
ANOTHER: 


COMBUSTION ENGINEERING 
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.. or blueprints? 


— SUPERBEATER, INC. 
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How should you illustrate your ads? 


Starch interpretations tell you 


By Howard G. Sawyer 


Part 2 . . Suppose we look at two 
Kinds of Starch “Seen-As- 
sociated,” for the number of men 


scores 


who correctly identified the ad with 
the advertiser and “Read Most,” for 
the number of men who reported 
having read more than half of the 
copy 
Which figure is the more important 
or are they equally important? 
The art 
Seen-Associated.” The « opy depart- 
ment might vote for “Read Most.” 
But the 


department might argue 


research man might fi id 
himself in a paradox. He might say 

Is Seer Associated 
portant than ‘Read Most’? No. ‘Seen- 
Associated’ is a measure of ‘lookers,’ 


What we want is read- 


more im- 


id Most’ more 
Associated 


are re id 


important 
No ads are 


hence 


Read Most’ is only a mathematical 
factor of ‘Seen-Associated,’ and you 
can't expect any better ‘Read Most’, 
proportionately, than the ‘Seen-As- 
sociated’ you get.” 

Thus the paradox. How to resolve 
it? With this do 

Do relate your results to your ob- 
jective. Is your objective to get a 
high “Seen-Associated” or a high 
Read Most”? Both 
say. But not necessarily 


you're a new company 


you might 

Perhaps 
eager to es- 
tablish your name in the market. Or 
familiar, 


an old company with a 


bread-and-butter type of product 
being sold to a broad market. Per- 
haps your strategy, then, calls for 
brief messages emphasizing brand 
name you're after high visibility 
ind will not be disappointed with a 
ow “Read Most” 


Seen-Associated.” 


if you get a high 


But suppose you've got » com- 


plicated story to tell “one that will 
be read only by people who are 
deeply concerned with problems 
such as your product specifically 
deals with. Then you'll be sure to 
use headlines and illustrations which 
will select your audience out of a 
crowd of readers, driving away the 
not- wanted readers, concentrating 
on the important few. In this case, 
you'll probably get a low “Seen-As- 
sociated” and not worry about it, 
but a pretty high ratio of “Read 
Most” to that “Seen-Associated.” 

Don't use the Starch figures of a 
campaign in one magazine to judge 
the same campaign in another mag- 
azine or another campaign in an- 
ther magazine 


At present, we have regular 
Starch reports on four business pub- 

tions Factory Power. Mach n- 
ery and B isiness Weel 


ire in the works 


Some others 





So, from what we have had to go 
on, we have learned some things 
about how ads are read by plant 
management men, power engineers, 
production men in metal-fabricating 
plants, and a cross-section of busi- 
ness executives. We do not have evi- 
dence at least from this source 
on how ads are read by design engi- 
neers, architects, hardware dealers, 
petroleum refiners, public utilities, 
other 


business men you can 


dentists or practically any 
groups of 
think of 
And there is no justification for 
saying that men are all alike and 
what gets a power engineer to stop 
and read will also get a druggist to 
read. We already know that what 
interests production men doesn’t 
necessarily interest top executives 
And a power engineer is a different 
brand of cat, with different reading 
habits . . and different susceptibilities 





from a plant manager 

How do we know”? Because Starx h 
confirmed what we already suspect- 
ed or should have suspected that 
a Factory reader is attracted by pic- 
tures involving people, and head- 
lines involving costs, and he won't 
often read long copy. His job in- 
volves people (he’s the type of per- 
people; 


son who's interested in 


otherwise he might not have that 
type of job); and it involves costs 
and he has so many different respon- 
sibilities, with subordinates to carry 
them out, that he won’t spend much 
time on details 

On the other hand: the power en- 
gineer. People in ad _ illustrations 
don’t interest him may even repel 
him. He likes blueprints 
with them, understands them, has 


Also, if he’s inter- 


works 


fun with them 
ested, he’s really interested. You 


can load him with copy 


It makes sense. We already knew 
or should have. Starch 
and in so doing proves 


these things 
proves it 
again, for the millionth time, that 
self-interest, self- identification 
the reader's, not the advertiser's . 
is the most arresting, compelling el- 
ement in advertising 
Men look at men. Women look at 
women. Cowboys go to cowboy 


movies 


Don't generalize . . too far away 
from your Starch scores ; 

Do relate your findings to the par- 
ticular g-oup of people you're study- 
ing 

Don't use absolute figures. The 
Starch organization takes the trouble 
to calculate performance on the basis 
of dollars of space cost that is, 
they score ads not only on actual 
percentages of total sample, but also 
in ratio to the/cost of the space unit 

There can be considerable differ- 
ence 

A two-page ad, which costs twice 
as much as a one-page ad, should 
get twice as many readers in ordet 
to pay its way. Its Starch score, to 
say it another way, should be twice 
as high. After all, it’s messages we're 
paying for, not square inches. There- 
fore, the spread has to do at least 
100° better than the full page be- 
fore you can say it’s a better ad 

(This discussion eliminates, at the 
moment, consideration of impact, op- 
portunity to give the reader a more 
complete sales story now that you 
have his attention, and so on. Now 


we're only talking dollars) 


Failure . . of Advertising Re- 
search Foundation scores in terms of 
cost is a tremendous handicap in 
These ARF 


studies show absolute figures 


using these studies 


which indicate that spreads are a 
When 


find 


much better buy than pages 
we base figures on cost, we 
something altogether different 

So don’t use absolute figures 
do consider the cost of the space 
unit and don’t confuse a high 
Starch score with success 

The trouble with most readership 
reports is that they give quantitative, 
not qualitative, answers. In the first 
place, they do not reveal the sus- 
ceptibility of the readers to the mes 
sage. They tell how many readers 


not what kind of readers. As one 


advertiser has said 

“I'd rather have an ad of mine 
read by a thousand people who are 
good prospects than by a hundred 
thousand among whom only half a 
thousand are prospects.” 

An ad can be so broad in its ap- 
proach that it attracts waste read- 
ership, yet gets a high “Seen-Asso- 
ciated.” Or it can be so specific that 
it attracts only a few but all good 
prospects. Such an ad would get 
low scores, but would be a good ad. 
And that is the essence of good mail 
order advertising: making sure good 
prospects don’t miss the ad 

Second, Starch scores do not 
measure sales effectiveness of ad- 
vertisements. They do not measure 
believability, conviction or depth of 
penetration of the message. 

This is borne out by the fact that 
there is apparently no correlation be 
tween readership and inquiry re- 
turns. Many an ad with a low Starch 
score has pulled its head off and 
vice versa. Starch only tells us how 
many remembered the ad. It doesn’t 
tell what the “how many” were 
thinking about when they got 
through the ad 


Repelled? «+ years ago, a research 
outfit called on me when we were 
deploring this shortcoming of the 
They of- 


fered to carry their investigations a 


usual readership reports 
step further by determining what 
the net effect of an ad had been, 
Any one reader, theoretically, could 
have reacted all the way from being 
repelled by the ad and resolving 
never to buy that product to running 
right down to the drug store to buy 
a bottle. (These were studies of con- 
sumer media). So these fellows 
would engage to find out if the ad 
had produced the effect of taking the 
reader closer to the point of pur- 
chase which is, after all, the ob- 
jective of most advertising 

We bought the service. The scores 
came in and we were delighted to 
observe very little correlation be- 
tween Starch and the other outfit’s 
figures. Our point was proved 
not how many, but how well! 

Until one day we discovéred an 
amazing coincidence. Consistently, 
the campaigns shown to be the least 
successful by the readers’ own 


testimony in getting action, in 


bringing the readers (in this case, 
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Photo and art work file 


Saves ad department time 


By F. A. Hopp 


@a stmpce but carefully maintained 
system of filing advertising photo 
grapns retouchings and other art 
work has 


saved time and money for 

Rockwell Mfg Co.’s Delta 

Tool Division, Milwaukee 
The system permits 


dling of 25,000 pieces of such art for 


Pow er 
orderly han- 


advertising Delta's line of 246 models 
of 53 power tools with more than 1,- 
100 accessories. The system is flexi- 

enough to work for large or sn 


ver sing department 


lupli 


(2) retouchings and all other art 
work. To find out how part one of 
the system works, suppose we look 
hypothetical photograph. We 


are preparing an ad in which we 


for a 


want to include a photograph of a 


12-inch tilting arbor saw. So we 


take these steps 


1. We go to « 


yur photo index, where 


all photos are cataloged by subject 


more than 50 looseleaf volumes 


covering a different subject 


a 20-foot double row of 
s, we select the volume on cir- 


saws. (See picture 1.) 


ime contains one print 


ry photo we have of our cir- 


cular saws. Browsing through, we 


find the picture we 


down the number 


want and jot 
D12403 
This chronologi- 
cal number was attached to the pho- 


to when it was added to the file 


in its 
lower right corner 


3. Then we go to our photo file 
where all negatives and supplies of 
prints are kept. Each negative and 


its prints are kept in 


an envelope 
Envelopes are filed chronologically 
by photo number. We find envelope 
No. D-12403 and remove one of the 


prints of the photo we want 





a MESSAGE to advertisers who may have been 
caught with their budgets down: 


SHIPBUILDING—« “sleeper” last August— 
RISES 204.7% IN 11 MONTHS! 


.. and the climb has just begun. 


When shipbuilding contracts were tallied on July |, the tonnage 
total was 204.7 per cent above the August 1950 figure. And 
bear in mind that this includes only commercial building, 
without the billions of dollars in naval and defense shipbuilding, 
repairs, and reactivations. Today there are better than 1.7 
million tons of commercial shipbuilding in the works; the two 
million ton level will be reached in a matter of weeks when ships 


now in the planning stage are ordered. 


Here are new outlets for hundreds of products used in ship- 
building, repair, and maintenance. Today it is a market of 
major importance and well worth going after. You best do that 
by reaching buyers and specifiers through Marine Engineering 
and Shipping Review, the magazine read by shore personnel 
of every operator of vessels of 500 tons or more; that goes to 
every shipyard and important marine architect and to more 
sea-going chief engineers who are men of influence when it 


comes to buying. 


Write today for our new 20-page brochure, “The Shipbuilding 
Market" and a sample of our Weekly Marine Outlook Letter 


published for advertisers. 





PLAN NOW for the 1952 MARINE CATALOG 


The Marine Catalog and Buyers’ Directory is the reference 
publication that one leading marine buyer reports referring to 
some $0 times a week! More important now than ever, it should 
be on the selling program of every company that wants business 
in the expanding marine market 


Ne SS 
g MARINE ENGINEERING 


A Simmons-Boar eealene TUlelilaetitela. 
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PEABODY 
Which ad OIL BURNERS 





attracted 


more readers? 





Before and after 


© THESE Aps { oil burners in Pou ia ts” 
ed the same before-and-after TwESe pone TELL THE svory! 


yictures and captions 


different reader 


in scores appeared 

irity in size, « r and 
1 ads were black-and- 
thirds pages. They ran 
> and 236 of the same 
s were Peabody 
New York, and 
Burner Co., Phila- 
pulled mors 


inswe! and poss 
see page 73 
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Chemists and Engineers Who Buy and Specify 
Must Have Workmaterial ... 


...and Lots of It! “fete 
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Number of Editorial Pages 
fer the DESIGN Function 
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t 
Number of Editorial Pages 
for the PRODUCTION 


Function 


June, 1951. 








“Cc “es” tae 


Only INDUSTRIAL AND ENGINEERING CHEMISTRY gives 
the wealth of workmaterial required by every function within 


the chemical and process industries. 


The entire structure of the chemical and process industries is built 
upon the technical know-how that has been developed through 
the years. And the strength of American industry, in particular, is 
due in a large measure to the rapid dissemination of this technical 


information through its business publications. 





Results of an actual study and page count by an in- 
dependent consultant of the three publications serving 
editorially the chemical engineering field, January- 





Fuactien 











' 
Number of Editorial Pages 
for the RESEARCH 
Function 
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The figures show that INDUSTRIAL AND ENGINEERING 
CHEMISTRY is the unchallenged leader in the presentation of 
technical and scientific information to the chemists and engineers 
who conceive, create and operate the plants of these great indus- 
tries. And these are the same men who constitute the 7-group 
buying and specifying team of officials, works executives, super- 
visors, engineers, research directors, chemists and consultants. 
That's why I & EC is the foundation of your sales to the chemical 


and process industries. 


RING 


The Workmagazine of the Chemical and Process Industries 


An AMERICAN CHEMICAL SOCIETY Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 18, N. Y. 


CHICAGO © CLEVELAND © SAN FRANCISCO © LOS ANGELES * DALLAS 
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OF TIME AND MONEY 


Yes, you can save time and money when you master the 
technique of reading. You can avoid “spending” time you 
can't afford, and learn to “invest” time in reading for the 
same reason you invest your money .. . profit. 


Accordirig to trained experts, most business men can increase 
their reading speed from 20% to 300% in a period of only a 
few short weeks. Only the minimum increase of 20% would 
mean one-fifth more learning gained in your lifetime. 


This “Reading for Profit” booklet has been prepared to help 
you get more from less reading time during your busy day. 
It costs you nothing can easily be read in five minutes 
or less . . . yet can mean so much to you. . . your career . . . 
your business! 


Mail the coupon now! 
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New “facilities books’ promote defense orders 


® A NEW TYPE of promotional book- tell your market: “Here it is, come lar prospective customers and gov- 
let is being used by several com- and get it.” But that is what these ernment procurement agencies. The 
panies to attract defense produc- booklets do and in the mobiliza- booklet also is circulated among 
tion business . . either from the gov- tion economy, they are doing a basic regular customers in the belief that 
ernment or from prime contractors job. Ad Manager P. R. Gustkowski their needs may be changing 
The booklets are referred to as said that the booklet is aimed The company has tried to free the 
“facilities books.” Line Material Co 1. To acquaint government de- copy of generalities, adjectives and 
Milwaukee, maker of electric power fense agencies with facilities and vague claims. Copy and illustrations 
line equipment, has published a 30- personne! available at the company outline three kinds of research and 
page booklet, entitled, “Line Materi 2. For distribution and use among development projects that the com- 
al Co Its Tools and Its Talents,” electrical engineering colleges, in pany is capable of handling from 
which outlines the company’s com- wder to interest graduates to come pilot plant to full scale production 
plete manufacturing facilities § in to work for the company 
brief, story-and-picture form 3. For general distribution to ex- The Kimberly-Clark . . and Line 
Included are data about the com- ecutives among the company’s cus- Material booklets both were pro- 
pany’s eight plants, total of employes tomers, including privately and pub- duced by E. F. Schmidt Co., Mil- 
subdivided into work classifications licly owned electric utilities, rail- waukee 
sales volume in 1949, product line road and telephone companies From the government side, the 
: facilities and a brief history Kimberley-Clark Corp., Neenah, Munitions Board has issued an 84- 
ompany’s fina |, sales and Wis., maker of paper and cellulose page booklet, “Production Alloca- 
past 40 products, has issued a 14-page, two tion Manual” (Munitions Board 
844x11” booklet, “Facilities for Manual No. 90-1), which describes 
Research at Kimberly-Clark Corp.,” the type of information that federal 


slanted to prime contractors, regu- procurement agencies need in lining 
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up the defense program. The man 
ual covers policies and procedures 
through which the U. S. aims to mo- 
bilize for defense and includes an 
appendix of sample forms to fill out 
when your company seeks defense 
contracts. The manual is sold by 
the Superintendent of 
U. S. Government Printing Office 
Washington 25, D. C 


Documents 


Price is 45« 


Imprint seal cuts costs 
for Falk, not Midcke 


Falk Corp 


equipment manutacturer which has 


Milwaukee industrial 


devised a method of cutting imprint- 
ing costs sharply, was the victim of 
an error in the July issue of mvpus- 
TRIAL MARKETING 

A story on Falk credited the meth- 


od erroneously to one of the com- 


auTeomirio FALK 


MIDEKE SUPPLY COMPANY 
100 East Main Street 
OKLAHOMA CITY. OKLA 


sTeeuloe 


Mideke Supply 
Oklahoma City. Actually, Falk 


vised the method of imprinting a 


s distributors 


upply of small, two-color seals for 
very distributor. The seal is print- 
tributor in his name 

at low cost tor al 

re letter heads 
and othe materials to 
and exces- 


small quan- 


> Ore 
RAKE v 


Chior Select 


CHEMSTEEL company inc 


205 Chemsteet Bidg.. Walnut St_. Pittsburgh 32. Pa 


Send dota on Engineering & Construction facilites for 


ACID-ALKALI-PROOF CONSTRUCTION 


CONSTRUCTION 


CHEMSTEEL company inc 


203 Chemstee! Bidg Walnut St Pittsburgh 32 Pa 
Send deta on your Design, Engineering & Comstruction 
Facilites for erection of 


ACID-ALKALI-PROOF 
TANKS & FLOORING 


z 
» 
= 
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COMPANY 
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Combination . . 


GE lighting to coal mines 
Inexpensive paper box sells 


A “mine lighting demonstrator” 
being used by Electric 
Co., Lamp Department, Cleveland, 


General 


to sell an idea to mine operators 
The idea for GE, which sells light- 


oal mines, is to persuade op- 


ng to 


erators to coat mine walls with 


whitewash or rock dust to get great- 


er and cheaper illumination and 
more safety. This isn’t pure altru- 
ism .. the recommended light source 
is GE lamps 

The demonstrator, which GE 
using to get the idea 
6x15”, 


salesmen are 

across, is an inexpensive 
cardboard box with two interior 
sections representing mine entries 
or haulage ways, one white and the 
other dark. By looking through win- 
dows at the end of the “mine,” users 
can see that whitening the mine is 
equivalent to adding 15 times more 
artificial light. Printed instructions 
on the box tell how to whiten and 


illuminate mine interiors 


Movie trains dealer salesmen 
in selling during shortages 


A 16 mm. motion picture has been 
produced by one manufacturer to 
help train several thousand dealers 
and their salesmen in good sales 
methods 

The film, produced by the Chevro- 
let Motor Division of General Mo- 
tors and starring Edward Everett 
Horton, is devoted largely to pick- 
ing on the bad habits of inept sales- 
men during product shortages. The 
film is designed not only to instruct 
dealer personnel but to entertain lo- 
cal groups of business men and other 
community gatherings as a good will 
builder for the dealer 

With the film, the dealers receive 
an “assistance kit” advising them how 
to plan showings and suggesting 
Lrief talks to be made to various 
types of audiences. The kit contains 
cards bearing illustrations and mot- 
tos from the film for use in dealers’ 
offices as a reminder to salesmen 
The cover, a picture of actor Hor- 
ton, is usable as a bulletin board 


poster 


Joint Promotion . . 





AUTOMOTIVE 
IND U ES 


Chor 


News of automotive and aviation manufacturing 
._.. America’s largest industrial market 
from AUTOMOTIVE INDUSTRIES, Chestnut and S6th Sts. Philadelphia 39, Pa. 








CONSTRUCTION WILL START early in August on what is described as America's first 
integrated mass production plant for guided missiles——a $40 million U. S. Navy 
facility to be operated at Pomona, Cal., by The Consolidated Vultee Aircraft Corp. 


COMPANIES WITHIN THE MOTOR vehicles and parts industries reported a four per cent 
increase in profits during the first quarter of 1951, as compared to the fourth 
quarter of 1950. This industry group became one of only five major industries to 
record greater profits in the first quarter of this year. 


TOTAL NET PAID CIRCULATION of AUTOMOTIVE INDUSTRIES is at an all-time high... 
12,635 as of June 30, 1951. And, based on the Advertising Research Foundation's 
Business Paper Study No. 1, which indicates 1.7 PROVED readers per copy of 
AUTOMOTIVE INDUSTRIES, advertisers are now being offered over 21,400 PROVED readers 
in 3,124 plants producing cars, trucks, buses, aircraft, engines, tractors; their 
parts, accessories, materials, and production equipment...a $31 billion market. 


INTERNATIONAL HARVESTER will subcontract between 80 and 90 per cent of the ma- 
terial it requires for its present military contracts totaling approximately $355 
million. The company currently has contracts for an armored utility vehicle, motor 
trucks, and military fuses. For its armored utility vehicle, Harvester has lined up 
327 subcontractors, who in turn have 1,377 suppliers of their own. 


NEW ORDERS totalling $8 million for jet engine components were received by Ryan 
Aeronautical Co. The new business, which brings the company's backlog of unfilled 
orders to over $40 million, was placed by General Electric Co. and Wright Aero- 
nautical Corp. 


AS FAR BACK AS 1910, AUTOMOTIVE INDUSTRIES covered the aviation manufacturing 
industry, and has been performing an outstanding editorial service for this impor- 
tant segment of the automotive industries, ever since. Today, it provides the 
latest news of aviation manufacturing for 9,600 PROVED readers in plants making 
complete aircraft, engines, aviation parts, accessories, materials, supplies. 


FORD HAS RECEIVED another large defense contract, understood to total $200 million 
in value, for production of wing sections for B—-47 Bombers. Ford will build the 
wings in a new plant under construction near Kansas City, Mo. About 40 per cent of 
the castings, forgings, stampings and other parts for the wing job will be bought 


from suppliers. 


MASSEY-HARRIS COMPANY has been given a supplemental contract for Howitzer motor 
carriages to be built in its Racine, Wisconsin, plant. The new order doubles the 
size of the original contract of last Fall, which amounted to about $55 million. 


THE AUTOMOTIVE AND AIRCRAFT manufacturing industries spend well over half of their 
income for materials, supplies, parts, machine tools, and other production equip- 
ment...an $18 billion purchase order for American Industry to fill. AUTOMOTIVE 
INDUSTRIES is the ONE medium for penetrating this vast and profitable industrial 
market, reaching over 21,400 design, production, administrative, purchasing and 


sales executives. 


STUDEBAKER CORP. has officially confirmed that it will build G. E. Turbojet 
engines for the Boeing B-47 Bomber. Three of the company's plants will be involved 
in the jet engine project, scheduled to start early next year. 








1951 Survey discloses that 
copy like this clicks with 
railway management men. 


HE PROOF of the usefulness of RAILWAY 

AGE is in hard cash. It leads in total net 
RADIO ON ALL THROUGH FREIGHTS paid circulation, with a subscription re- 
On 1.842 Miles of the Rock telend Weltto-cathion ened an cobuesce ond newal percentage of over 80%. Its paid cir- 
culation among railway men has increased 
57% in the past year. Advertisers invest 
more money in it than in any other railway 
paper. It leads in advertising pages by 
more than 2 to 1 over the second publica- 
tion. These charts clearly indicate the fact 
that RAILWAY AGE maintains its place by 
a wide margin as the leading “general cov- 
erage” publication in the railway field. 


oe dee tee emotter | 104 miles 


in 
editorial 


Typical RAILWAY AGE article shows 
how the edifors of RAILWAY AGE 
develop the interests of top 
management men in the products 
that help them reduce operating 
costs and increase profits. 


This MOTOROLA advertisement shows 
an awareness of the strong reader 
interest in product benefits and 
economies and discusses it in terms 
of their particular product's 
advantages. 
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1951 SURVEY RESULTS 
Railway Chairmen, Pres., etc. 
men say that Operating 


Traffic : 
RAILWAY Account., Fin., Legal 


AGE Publ. Rel., Per. ....... 
does most Mech. & Elect. Officers 
foot Eng. and Maint 
or its Sig. and Commun. . 
field. Pur. and Stores 

1.C.C. and A.A.R 
Others 


TOTALS 

















*This total represents the number of respondents to the 

question: “Which publication contributes the most to the 
RAILWAY AGE 82.4% railway industry?” Some listed more than one publication 
Modern Railroads 10.6% ond these votes are credited to each publication. As a result, 
All others 13.6% the percentage vote given necessarily exceeds 100%. 


RAILWAY AGE 


ADVERTISING LEADERSHIP 
2 to 1 in Number of Pages 
First 6 Months 1951 


Railway Age 


Modern Railroads 00.88% 


Subscription 


Railway Purchases & Stores Renewals : 
December 31, 1950 


Railway Mechanien! & Electrical Engineer Statement 
Railway Engineering & Maintenance 
Railwey Signaling & Communications 


Paid Circulation Gains up to 57% Largest PAID Circulation 


among Railway Men of any Railway Business Paper 
7 - = July 1951 


Railway Age (July 29, 1951 issue) = 13,254 
Railway Engincoring & Maintenance 6,712 


Railway Mechonical & Electrical Engineer 6,553 
hettway Sigualing & Communications 4,272 


Railway Purchases & Stores 1,753° 


*latest published figure as of Dec. 1950) 


NEW YORK CHURCH STREET 


SIMMONS-BOARDMAN PUBLICATIONS swcsscs ssccunsoun 





When should you switch 


from list to net prices? 


By William A. Marsteller 


® SEVERAL companies have broken 
the industrial pricing tradition 

They have abandoned list prices 

the standard pricing me thod based 
on a list price from which different 
discounts can be subtracted by cus- 
tomers in different trade classifica 
tions 

Attempting to simplify prices fo 
the customer, these companies 
created a single net price for cus- 
tomers in each trade classification 

The switch has been heralded by 
many purchasing agents as a great 
forward step. But where do we go 
from here? 

Obviously, changing the tradition- 
al method of pricing most industri- 


al goods can have 


far-reaching ef- 


fects. Is this a growing trend? Is it 
really wanted? Under today’s clos« 
government regulation of pricing, is 
it practical to change methods 

To find the answers we surveyed 
ndustrial top executives, purchas- 
consult- 


ing agents, and purchasing 
ants and lecturers. Their conclu- 
sions, in general 

1. Companies that have changed 
to net prices are the ¢« xceptio 

2. Pricing policies could 
simplified in most industri« 

3. Many companies that « 
to use list-and-discount pricing on 
their customers prefer their sup- 
pliers to submit net price sheets. But 
these companies admit that they and 
their suppliers are often plagued by 
the same problems in switching to 
net 

4. Pricing data shculd be furnish- 
ed with catalogs, but the majority 
prefer it on separate sheets, easy to 
keep up to date 

Arthur G 


Pearson, lecturer 


purchasing, North 
sity, observed 

The trend in pricing methods to- 
day is not so much in the method 
itself but in the thinking of the in- 
agents Es- 


dividual purchasing 


pecially some of the newer and 
younger purchasing agents in indus- 
try are attacking the problems of 
asking the very basic 


‘What is it 


In other words, the 


pricing by 
question of themselves 
going to cost?’ 
method is not the important fact 
it’s the final cost which is really 
what matters 
Mr. Pearson believed that there 


et 


probably is a tendency toward r 


pricing in certain industries. But 
he said, any such tendency will be 
slowed by very set and definite trade 
practices and acceptances that guide 
the pricing methods in many indus- 
tries. Although often creating ineffi- 
trade 


ciencies and problems these 


practices have endured through 
tradition and failure to adopt new 
and scientific management princi- 
One outspoken opponent of list 
pricing was purchasing agent Dale 
C. Doty of Skilsaw, Chicago portable 
tool manufacturer 


From a 


prices quoted ‘net’ are a joy to be- 


who asserted 
purchasing viewpoint, 
hold. Industry has too long abused 
the extension of discounts by alter- 
ing them at too frequent intervals 
using them, we suspect, to cover a 
h of evils. Specific inquiry as to 
the reasoning behind a series of dis- 
counts (as many as five!) has never 
been satisfactorily explained. Quan- 
tity breakdowns are the exception 
usually bearing a direct price asso- 


ation.” 


The answer depends on 

your company and your industry. 
A slight trend is apparent 
toward net. But whatever 

you do, your customers may hope 
that you don’t act unilaterally. 
Many don’t care which kind 

of price you quote, as long as 
your industry standardizes 


to facilitate price comparison. 


A. E. Nelson agent, 
Sundstrand Machine Tool Co., Rock 


ford, Ill... saw a trend toward net 


purchasing 


pricing, especially on certain small 


components not listed in regular 


catalogs. Mr. Nelson said that prob- 
ably one of the major reasons for the 
continuance of list pricing by many 
companies has been their desire to 
include price information in gener- 
al catalogs issued at wide intervals 
Because of the expense of printing 
new catalogs, such companies usual- 
ly send out new discount sheets to 
supplement the printed list prices in 
the catalog 

President F. P. Maxwell of Acro 
Mfg. Co 
Columbus, O 


the past year and a half the company 


switch and controls 


maker said that in 
has put several new products on the 
market and the problems and meth- 
od of pricing have been confronted 
frequently. “I believe,” he said, “that 
the trend in pricing is still toward 
the list and discount practice. But we 
prefer to buy all raw materials on a 
net price basis.” 
Leslie F. Robbins 
purchasing, University of Colorado 
agreed Northwestern’s Mr 
Pearson that the 


professor of 


with 
actual method is 
often relatively unimportant 

“The matter of which door or set 
of doors to go through to reach the 
all important net price, is less sig- 
nificant in the social and economic 
sense than an awareness of the ef- 
fect of frozen prices in a supposedly 
free economy,” he said. “If and when 
the market becomes ‘normal’ again 
there will have to be freedom of 
prices to correct themselves that 
is, to adjust to forces of demand and 
supply. The only way a demand can 





about chemical week 


Things happen fast in the Chemical Process Industries 

... like synthetic detergents, anti-histamines, and cold rubber 
... like value of production, tripled in less than a decade. , 
And in America’s fastest-growing industry profit-minded executives watch 
... to keep them abreast of the swift-moving trends 

and developments which affect business interests. 

In the process industries, CHEMICAL WEEK is management’s own magazine. 


CHEMICAL WEEK 


CHEMICAL WEEK is deliberately designed for business-minded men, 

alert for new ideas to speed production and increase profits. , 

That’s why your advertising in CHEMICAL WEEK accelerates sales 
. it carries your message direct to management levels 

your salesmen find hardest to reach. 

And in today’s market, more and more advertisers are turning 

. .. to sell management men and to keep them sold. 


wr, 


to CHEMICAL WEEK 


\ 


MANAGEMENT MEN ARE TALKING ABOUT...- 
OME HEE = 
ARC + ABP 


A McGRAW-HILL PUBLICATION, McGRAW-HILL BUILDING, NEW YORK 16, NEW YORK 
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be brought into balance with ample 
supply is for prices to be able to re- 
flect the true ratio.” 

The 


Eastern 


purchasing agent of a large 
manufacturer of industrial 


safety equipment recognized no 
noticeable trend in present pricing 
methods. But he did make a plea for 
standardization of 


some pricing 


methods within individual indus- 
tries 

“From our experience, most of the 
ranges around electri- 


“Frankly, 


we would prefer to buy them under 


controversy 
cal components,” he said 
a net pricing system providing we 


were sure of getting the minimun 

price applicable to our purchases 
On many of these products man- 

discount for 


for 


equipment 


ufacturers have one 


distributors, another dealers 
third 
manufacturers 
difficulty 
the discount structure 

“We note also that 


rubber manufacturers are supplying 


and a for original 
We sometimes have 
place in 


in defining our 


some of the 
rubber components for our products 
using a net pricing system whereas 
others have a discount structure 
We believe it would help if some in- 
dustries could agree on methods of 
them 
would 


for 


different prices offered from various 


although not 
» that 


nave knowledge of the 


pricing prices 


our buyers 


reason 


vendors 

Is there a trend toward net pric- 
the men 
this: al- 


slight 


given by 
like 


apparent 


Ing The answer 
can be 
though 


summed up 


there is an 


toward net pricing, there ap- 


be no over-all industrial 


Well-entrenched . . practices and 


techniques of list pricing still per- 


many industries. G. A 
executive secretary-treas- 


f the National 


chasing Agents 


Association of 
gave a good ex- 
planation of why definite trends are 
hard to spot and why pricing meth- 
ods and problems cannot be spoken 
of in over-all industrial patterns 
“The problems of current pricing 
are likely to be compounced before 
they become simplified and stabiliz- 


he 


seem to 


said 
reflect 
pretty generally, and that should be 


ed,” “Pricing procedures 


business conditions 
have freedom of 


true if we compe 


tition and enterprise 
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vet veers wiowest 
- 


New twist in railroad freight advertising 


“What we term a sellers’ market 
or buyers’ market are in effect ad- 
justments in the relationship of sup- 
demand. That relationship 
affects 
just as it affects basic prices 
market 
the 


their 


ply and 
naturally pricing methods 
everyone 
Credit 
influence to 
For the 


executives 


“In a_ sellers’ 


wishes to get into act 


executives use 


minimize cash discounts 


same reason, sales may 


discounts and 


An 


perienced purchasing executive will 


minimize quantity 


other special inducements ex- 


recognize these tendencies for what 
they are the result of supply-de- 
mand relationships on the markets.” 

Changes or so-called trends in 
pricing methods are often, actually, 
tendencies reflecting 


nothing but 


changing business conditions 
But wouldn't it simplify 


procedures if all companies went t 


the 


pricing 


a strict net pricing system? 

The 
If industry 
pricing system the pricing structure 


conclusive 


answer appears 


standardized on a net 
and problems would very definitely 


be simplified. 


Several statements by general 


purchasing agents of major indus- 


trials summarize major reasons for 
changing to net pricing: 

“A net pricing system has a defi- 
nite advantage of enabling the buyer 
to determine a price at a glance and 
to make comparisons quick- 
ly.” 

“We 


would simplify 


price 


that net 


for 


believe pricing 


clerks 


and others who are required to ex- 


matters 
tend and compute prices on orders 
placed and invoices received.” 

Mr. Doty 


expressed the opinion of many har- 


Skilsaw’s undoubtedly 


ried industrial purchasing agents 


when he declared: “In this day of 
the wholesale jobber, the manufac- 
the re 


medi- 


differential must be as- 


turer's representative and 


tailer, it is obvious that some 


um o1 price 


sumed. However, no concession is in- 


tended for the complicated pricing 


Any 


standardized or 


methods which now prevail 


trend towards a 
simplified pricing method would be 
most welcome.” 


Mr. Pearson of Northwestern af- 





Blanket coverage of the chemical world means 
coverage of all the variously titled chemists and 
engineers engaged in management, research, de- 
sign, development and production. For these men 
are all members of the 7-group buying and specify- 
ing team composed of officials, works executives, 
supervisors, engineers, research directors, chemists 


and consultants. 


In addition to having the largest weekly circulation 





among executives, company officials and manage- 





ment men, C&ENews reaches out into the plants 
to give balanced coverage of the chemists and engi- 
neers who design, develop and run the chemical 


and process industries. 


CHEMICAL AND ENGINEERING 


NEWS 


The strongest, 

best balanced circulation, 
makes CHEMICAL AND 
ENGINEERING NEWS 
the only magazine 

giving blanket coverage 
of the chemical world! 


An analysis* of C&ENews subscribers (excluding 
management) in two large, well-known industrial 
plants, points up this fact: 

ett 


Inte the Functional Groups Other Than Management* 





Thus, with its circulation of 72,000, with its broad 
horizontal coverage of the 24 chemical and process 
industries, and with its deep, balanced penetra- 
tion into the thousands of manufacturing plants, 
C&ENews alone offers your advertising blanket 
coverage of the chemical world. 


*Your C&ENews representative has the detailed documentation of this study. 





Newsmagazine of the Chemical World Since 1923 


An AMERICAN CHEMICAL SOCIETY Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 18, N. Y. 
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Five kinds of facts 
and five kinds of sources 


can help you. not only 


Your competition..what to know tm dovelapiog mesboting 


counter strategy but 


in learning something 


about it .. how to find out lm Oe 


bag of tricks. Here they 
are in a condensation of 


a talk at the NIAA conference 
By J. R. Sargent 


critical advantage espe- 


ns} 
and how 
nutacturu 
Kine 
know 
expansio! bling this data? Speaking 
petition I would say that there is 
dness FBI type 


competiti 


and finally 


e tnat 


been anxious 


Who Are They? . . T! 


and (2) 
pe rhaps can be 
to vour ow! Standard sources . . incluck 
tories, reports, published 
ments and circulated articles 
What's unusual? . . Sometimes yo brary research” describes it 
isual competitive « but falls a little short 
The Value I l k i we rk 
where purché nearly always ‘pen upor the 
alternati' 1} magination and lefatigability of 
the researcher Too often it is con- 
sidered to >» a dull clerical chore, 
whereas in reality the ress archer 
iprocity mé nav who has deve loped a tex hnique in 
ompetitor s stand- this work often an produc e vital 
How Big Are They? . . Naturall) ! i lecation is another facto facts 


yuu will want to kr y I A rT s 1) o customers Again, it is the fitting together of 








All Other 1,969 








All Other 
7,491 














Manufacturing 
Circulation 
12,674 








All Other 
7,814 


Manvtecturing 
Circulation 
10,082 








CONOVER-MAST 
PURCHASING 
DIRECTORY 


Total Circulation 
24,818" 
(CCA-) 

Dec. 1950 


THOMAS 
REGISTER 


Total Circulation 
20,165 
ABC 

Dec. 1950 


MacRAE'S 
BLUE BOOK 


Total Circulation 
17,896 
(CCA-) 

Dec. 1950 








the circulation 


— NourBest buy 


~ In tne Industrial Field 


Sor RESULTS 


Se don 


When Selecting Sources of Supply 
THIS BOOK IS USED 


Whether it is because of its completeness, ease of handling, 
compactness, or whatever the reason for using CoNnover-Mast 
PurcHASING Directory at the time of selecting sources of 
supply for equipment, parts, and materials, the fact that it 
is used is your assurance of getting results from advertising 
in this widest directory coverage of industrial buyers. Below 
are quotations from signed original letters. The file of 
thousands of such letters is open for inspection by anyone 
at any time in our New York office 


Automotive Parts Manufacturer 
Only directory used in our 


Power Plant Equipment Manu- 
facturer. “We use this directory 
plant for some time.” exclusively for locating sources 
Signed—Purchasing Agent of all types of material and ma- 
chinery.” 
Paper Manufacturer Answers Signed—Industrial Engineer 
our requirements better than 


any other 


Cable Manufacturer. “Most used ~ 


nsecutive editions 


Almost Twice As Much 
MANUFACTURING CIRCULATION 
As Any Other Directory 


Yes, and more manufacturing circulation with 
the Conover-Mast PurcHasinc Directory than 


with the other two directories combined. That’s 


Signed—Purchasing Agent 


Equipment Manufacturer. “Due 
to compactness and ‘easy to find’ 
characteristics, we prefer it to 


all others.” 


Signed—Purchasing Agent 


Railroad. “Invaluable. Its size 
recommends it. So many direc- 
tories are cumbersome. Yours is 
a quick reference volume.” 
Signed—Storekeeper 


Powder Company. “Kept within 
easy reach as we consult it on 
practically every new purchase.” 


directory both in our office and 
in the factory.” 
Signed—Plant Engineer 


Automotive Parts Manufacturer. 

“This is the most used directory 

in the plant.” 
Signed—Production Engineer 


Manufacturer of Chemicals.“Our 
shortest cut for purchasing in- 
formation.” 

Signed—Plant Buyer 


Machine Manufacturer. “We use 
it in preference to any other.” 


Signed—Maintenance Engineer Signed—V. P. & Pur. Agent 


quite a bonus, especially since the circulation 
The Conover-Mast Purcuasinc Directory is your best channel 
for the presentation of your sales story and product facts to the 
buyers and specifiers of equipment, parts, materials, and supplies 
needed in industry 


is confined to the larger plants—those that do 


80° to 90°% of the buying 


CONSULT YOUR ADVERTISING AGENCY 
7 
Chicago 11, Ill., 737 North Michigan Ave.. Whitehall 4-6612 
New York 17, N. Y., 205 East 42nd St Murray Hill 9-3250 
Cleveland 14, Ohio, 435 Leader Bldg Cherry 1-7788 


Los Angeles 36, Calif., 5478 Wilshire Bivd Whitney 8055 
Philadelphia, Pa., 333 Kent Rd., Bala-Cynwyd 
Birmingham, Mich., 1796 Graefield Ave 


Welsh Valley 4-4971 
Taunton, Mass., 9 Earl S 
DIRECTORY 


Westport 2-3106 
Mountain View 8-0255 


Midwest 4-8198 
Taunton 2-1987 
Westport, Conn., Bay St 
Packanack Loke, N. J., 114 Beechwood Drive 





many intricate pieces of a 
The data 


Moody's Investors Service, Standard 


puzzle 
from such sources as 
& Poor's and Thomas’ Register is 
Additional 
mformation usually can be obtained 
from Dun & Bradstreet Reports, an- 


nual 


»f course, just a starter 


reports or registration state- 
financial sources 
such as the files of the Securities & 


Exchange Commission 


ments, and other 


Following this, there can be some 
defined 
areas. The Industrial Arts Index is 


real digging in less well 


a tremendously valuable source for 
learning of articles and talks by or 
about our competitors, and pertain- 
ing to their operating practices and 
personne! 

In New York, the Special Li- 
Association, 31 E. 10th St 


can be a great help in locating mag- 


braries 


azine articles, and almost every- 


where there are reference services 
that can be used in the search proc- 
indicate 


ess. Further digging may 


hat legal or governmental files hold 


worth-while information, resulting 
from stockholders suits, patent suits 


Federal Trade 


governmental 


and he: ! of the 
( ? ion or other 
agen 


Other such 


government sources 
as the Department of Commerce. can 

While data about indi- 
ympanies is withheld, in- 
dustry figures can be used as a guide 
and check in making our own esti- 


ompetitors’ sales and pro- 


Informed individuals . . 


well 


In lude 


persons acquainted with the 


industry you are studying but not 
directly nected with a competi- 
tive element in it. In this group are 
offic ials 


and business managers of trade pub- 


trade association editors 


lications, and certain types of con- 
sultants 
Depending 


upon the comprehen- 


siveness of their information and our 
ability to get them to talk frankly 
within the limits of ethics. these in- 
dividuals can often be of tremendous 
assistance in developing a thought- 
ful and objective appraisal of com- 


petition in a selected industry. In 


many fields, especially those of a 


dynamic growth nature such as the 
industries 


plastics and chemicals 


these men are in constant personal 


touch with the executive personnel 


An Invitation to Every American 
Who Has an Idea for 
a Better Petroleum Product 


CORRE RRR RRR RRR EERE eee eee 


ot leading companies and often have 
tacts stashed away of unusual im- 
portance to our study 

In the same category is anothet 
group of persons who can be of ma- 
jor assistance if we can get to them 
the industrial and financial analysts 
of banks and investment companies 
In New York, these men frequently 
specialize in one or two major in- 
dustries oils, chemicals, foods and 
so on and are intimately aware of 
ital facts and figures in these fields 
maintaining 


even to the point of 


regular contact with the principal 
executives of the leading companies 

Membership in the societies of 
financial analysts in principal cities 
offers an opportunity to sit in on 
talks and discussions by top execu- 
tives of important companies. Often 
such meetings are off-the-record for 
publication purposes, and revealing 
facts are given out that might be 


to obtain by other means 


Direct customer surveys . . are 


| Don't Let Your Steel 
| Get into the Black Market 


EEL | 


ideal 


the principal source of competitive 
It is obviously all-im- 
portant that information be obtained 
such 


information 


directly from customers on 
matters as the standing and reputa- 
the sales and 


service attention provided by them, 


tion of competitors, 


policies, 
readership of their advertising, and 


their price and discount 


similar data. If the sample is well 
drawn and the questions are asked 
in a way to elicit unbiased response, 
we will, of course, obtain informa- 
tion in this manner that cannot be 


developed from other sources 


Equipment suppliers . . can often 
supply information about the plant 
capacities of competitors, the level 
of their activities and possible plens 
for changes or expansion. For in- 
stance, in studying the plastics in- 
dustry, you usually can learn from 
suppliers the size and 
types of presses operated by lead- 
ing companies. Recently, when I 
was studying the vinyl sheeting and 


equipment 





ee WHERE IT COUNTS 


Plus “Directed Distribution” — 


TEXTILE INDUSTRIES’ added circulation 
value for advertisers 


IT IS OBVIOUS to anyone giving the subject seri- 
ous consideration that it is no more possible to do 
a 100% job in subscription selling than in the 
sale of any other commodity. 

Even the best of paid circulations is bound to 
leave some important gaps in the market cover- 
age. T. I. closes these gaps by supplementing its 
big net paid with “Directed Distribution.” 

TEXTILE INDUSTRIES’ paid circulation is checked 
plant by plant with the buying influences in all 
worthwhile mills. Individuals who exercise im- 
portant buying influence and who are missed in 
the paid circulation, are placed on the “Directed 
Distribution” list to receive T. 1. each month. 

A continuous study of mill buying influences 


is carried on; changes of personnel are carefully 
checked. New names are added where the impor- 
tant buying influences are not already covered by 
paid circulation, and old names are removed 
where the buying influence is no longer effective. 

Long-time TEXTILE INDUSTRIES advertisers — 
who have had opportunity to observe this publi- 
cation’s productivity—recognize “Directed Dis- 
tribution” as a definite plus value. 

In combination with T. L.'s big net paid, “Di- 
rected Distribution” enables you to reach the 
greatest possible amount of textile mill purchas- 
ing power. This combination circulation produces 
more inquiries and more sales for you. Try it— 
you'll see. 





yr. . LEADS iw mite circucation 
IN U. S. AND CANADA 


.. FOR tne 


More than 85°; of T.1.'s big net paid goes to 
production and management men actively 
engaged in the mills. Added to this impres- 
sive figure is TEXTILE INDUSTRIES’ 
valuable “Directed Distribution,” providing 
ullest possible coverage of all import- 

t producing units. 





Textile Industries 


806 Peachtree St., N. E., Atlanta 5, Georgia 





How to approach management 


for budget approval 


— his industry and he 

able to analyze vhat he 
s to do and set up good reasons 
do ng [ He should become a 
factor of management within 
fanization and be recog - 
boss as an integral and 
the organization.’ 


Manager 


» critical if your manage- 


Adve rtising 


onvinced that good in- 
advertising can ncrease 
profits. The fault is prob- 
And it’s definitely yours 
answer! yes” to these 


Joseph T. Vinbury : 
an y management what 


total potential market is? 
Can you show what part of that 
covered by 


is not being 


listributors. jobbers. deal- 





you convincingly show 


oO! MANAGEMENT Goesnt sup- management how advertising 
sales promotion can help reach 


their 


a balar« ed pro 


1dvertising t's incovered portion of 


Advertising market? Can you recommend a 


ogram? 


‘ top in- you show probable cost 


entries ' 


Without a ‘yes’ . . answer to these 


mnduc 1 to sell the 


at advertising managers must questions and others, you're just 


I t not an ad- 


nal the need for a glorified office boy 


agen 


yrogran industrial ad- vertising manage! Management 


statement, the eds to know what you are doing, 
what you can do, and what you plan 

it is entirely t lo. And it is entitled to receive 
top management that it th information in well-organized, 
ve a better conception of brief and easy to understand form 
ts advertising dollar One advertising manager who be- 
An advertising manager lieves this, and is $1,900 richer be- 
incen- cause he does is Joseph T. Vinbury 


ride. He should be a good advertising Britain 
ar He should understand Machine Co New Conn 


cs ot only of his busi- vinner 


a ran with ideas 
manager, New 
Britain 


of the first annual Industrial 


This story is based 

on the $1,000 award winner 
in the first annual competition 
held by the Industrial Press 
for the best documented 
presentation proving 

to management the need for 


a specific advertising program. 


Press award. The $1,000 award 
given annually by the publishers of 
Machinery, is for the best docu- 
mented presentation to top manage- 
ment proving the need for a specific 
advertising program and showing 
how that program can fill the need 

Mr. Vinbury’s winning entry, not 
a masterpiece as far as looks are 
concerned, outclassed others because 
it was concise, brief, well organized 
easy to read and, of course, told 
a constructive story. A condensed 
version of the presentation follows 

New Britain Machine Co.'s sales- 
men had not been able to cover the 


Refer- 


ring to easily obtainable surveys, it 


potential market completely 


was found that in this country there 
are 16,836 metalworking plants with 
more than 21 employes. Approxi- 
mately 13,000 of the plants are in 
industries to which the New Britain 
Machine Co. sells and 10,796 of 
these plants are in 12 states which 
account for 95 of machine tool 
sales 

The sales department’s own pros- 
pect and active customer list carried 
only 4,569 names, representing less 
than half of the larger plants in the 
industries to which the company sells 
(in the states the company covers) 
Furthermore, a detailed study re- 
vealed that it was possible for the 
sales force to contact adequately 
(four or more times annually) only 
51% of this list 
the 6,227 plants not on New Britain's 
potential customer list. Table No. 1 


not to mention 


gives a detailed breakdown of sales 
calls made over a 12-month period 
A total of 12,776 calls were made 
among 4,569 prospects for an aver- 


age of 2.79 calls per prospect well 





Who's going to sell the third market? 


There are two markets that salesmen have long 


exploited in their efforts to increase volume: 


l. Present customers 


2. Companies served by competitors 


In fact, the emphasis on traditional ways of 
getting business by sales to present customers or 
by taking business away from competitors may 
make us overlook the fact that a tremendous 


third market is developing right under our noses. 


In the next ten years there will be millions of 
dollars of new business to be done... business 
which just didn’t exist before. This is the 
important third market that is not now being 


sold by anvone. 


It is a market that. by 1960, will be composed 
of 18,000,000 new people . . . 5,100,000 new fami- 
lies. To serve these millions there will be thou- 
sands of new plants come into existence, filled 
with new equipment, chewing up countless tons 
of materials and supplies. And most important 
of all, this new industrial giant will be managed 
largely by men who are not now wedded to any 


supplier either you or your competitors. 





Who will sell this third market? Which com- 
panies will dominate the expanded economy of 
the next decade? 

The markets of 1960 will belong to the com- 
panies that start planning for them and working 
toward them now. And these companies which 
outstrip competition will have had the benefit of 


a continuing long range advertising program. 


It will be consistent advertising which recognizes 
both immediate problems and the big job ahead. 
It will be advertising treated as a capital invest- 


ment and geared to basic company planning. 


That kind of program year after year establishes 
a company firmly in its field...and in the 
minds of the men who will be doing the buying 


two, five and ten years from now. 


" PEN TOMS 


PENTON BUILDING ¢ CLEVELAND 13, OHIO 
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employe communications 


public relations 


by Robert Newcomb 


and Marg Sammons 


Old house, new spirit spark 


communications program 


ar 
to dig into the pro- 
if the cham- 

at Winston-Salem 
A quick first look 
re careful 


/inston-Salem 


glance 
group will 
a run-down of what a live-wire 
chamber does to keep interest high 
and progress continuous in better- 
ing community relations 
Typifying its refreshing, unortho- 
cox spirit, the Chamber has brought 
itself out of a musty office building, 
and with the volunteer help of its 
members, has rejuvenated a large 
comfortable home which will house 


their offices and activities 


In the general field of commerce, 
a battery of conscientious commit- 
tees were responsible for working 
yut a practicable plan for better co- 
operation with the local fire depart- 
ment; a convention committee was 
in part responsible for bringing 25 
onventions and meetings to Wins- 
ton-Salem; another group was in 
strumental in bettering the city’s 


traffic facilities (both airline and 


train services). Membership was 
tepped up by a series of meetings 
of the sales executives, and a group 
of public relations committees spon- 
sored three “Know Our Neighbors” 
through the 


community's trade areas 


tours taking citizens 


Industry's relations with 
Employes / Stockholders 
Distributors / Suppliers 


Neigh bors 





In the province of industry, the 
Winston-Salem Chamber's 


division 


small 
business and industry 
tackled seven hot topics of specific 
interest to its members, put on a 
membership drive, and publicized 
those firms awarded safety certifi- 
cates by the state Department of 
Labor. Small, effective panel discus- 
sion groups met at the direction of 
the supervisors’ association and were 
responsible for a sizable increase in 
membership. The Chamber's indus- 
trial relations group held a confer- 
ence on industrial relations prob- 
lems and undertook a military train- 
ing plan survey among major in- 
dustries, while the personnel asso- 
ciation held seven meetings, climax- 
ing with a big regional conference on 
employer-employe communication 
New industries were attracted to the 
area by the Chamber's active com- 
mittees, which processed 200 in- 
quiries, set up contacts with govern- 
ment agencies on matters of mo- 
bilization, developed a file of all 
NPA and OPS 


care of the inquiries from more than 


regulations, took 


500 members on such regulations, 


sent out weekly mailings to keep 
members posted, and staged a Con- 
trolled Materials Plan meeting 

group had 


In ten years the 


streamlined the city map, issued 
more than 5,000 copies of it, and 
made it pay for itself. Programs were 
sharpened for the tourists (a new 
folder was prepared to meet this 
need), and bulletins were even sent 
to school children. In addition, the 
Chamber's publicists built a modern 
publicity file of good photographs 
and sent releases and pictures to the 
netting the 
profitable 


press regularly, thus 
community its share of 
publicity. 

Civic affairs, at the hands of the 





SINDUSTRY, 


For Executives and Engineers Responsible For Engineered Plant Services 


..-FOR WHAT 

INDUSTRY AND POWER 
IS TODAY...1S MORE 
IMPORTANT TO YOU THAN 
EVER BEFORE! 


Planned Selectivity Benefits You 


INDUSTRY AND POWER offers planned selectivity — concentrated on one 
natural market — at one existing level of industry. That is the level of Executives 
and Engineers responsible for Engineered Plant Services. Here’s how this selective 
approach works to your advantage: 
] Selected Circulation. To make sure your advertising reaches worth-while 
¢ plants, we select each plant on the basis of boiler horsepower, number 
of motors, pumps and compressors — and a minimum of 50 to 100 em- 
ployees — by types of industry. (Circulation is CCA audited and verified.) 
2 Selected Readership. Next, we select individuals in these qualified 
¢ plants on the basis of their actual job functions. We mail 1 & P by name 
to reach the men directly responsible for Engineered Plant Services. 
Selected Editorial. We select each editorial article for its value and use- 
fulness to our pre-determined reader audience. This has resulted in such 
outstanding editorial achievements as the “American Cyanamid Story,” 
the “Packaged Steam Generator” report, the analysis of “Industrial Waste 
Treatment” and others. 


4 Selected Advertisers. To give our readers the complete information 

e they want, we are soliciting advertising concerned only with products 
used for Engineered Plant Services. Advertisers agree this results in top- a 
notch reader interest. ” 


° es. 
Selectivity Builds Strength — with readers and for advertisers. It makes your 


ign 
advertising more effective. y in 
part 

es.” 


» serves 
this fielc 
FEATURING RE ; | ng, SS a, in Its 

| ¥ entirety ° 
Over 100 systems used BM UE ioe 





_~_—s'[ NOT PRODUCT DESIGN 


The Organization-! 


unction 


Diagram shows the major 


functions of industr 
It clearly contrasts 


functions of our 


‘ tod t\ 
the job 


readers 


Note, our held covers only 


Engineered Plant Services 


Our az 


PLANT SERVICES 


® 
; @ 
e the executives and 


engineers responsible 


for ENGINEERED PLANT SERVICES 





Reaching these men exclusively — is one important job INDUSTRY AND POWER 
does better than any other publication. Certainly, there are many good magazines serv- 
ing other fields . . . and others serve only a portion of the men responsible for 


Engineered Plant Services. 


Remember, INDUSTRY AND POWER is edited exclusively for and directed only to the 
entire field of Engineered Plant Services in worth-while plants. Thus [&P delivers your 


adve rtising message W ith maximum effectiveness and economy. 


Mechanical Power Steam and Power Plants; Diesels; Fuels, Stokers Electrical Distribution, 


ond Turbine drives Treatment Bulk Handling Controls 


| serves this field 


| and 
this field only  * we, 


Transmission, Turbines Boilers, Feedwater and Firing; Coal, Ash, Instrumentation and 





who are the readers 
of INDUSTRY AND POWER 


I&P is sent to executives and engineers by name. 
These individuals are carefully selected — not 
by title — but on the basis of their actual daily 


functions on the job. 


In brief, our readers are the Executives and Engi- 


neers who select... install... Operate... and 


maintain Engineered Plant Services and Equip- 
ment. 1&P serves these men more thoroughly 
than any other publication. If these are the men 
you must sell . ; . then INDUSTRY AND 
POWER is your first choice with its selected read- 
ership, earned by selected editorial content com- 


bined with selected advertising. 


what are the 
ENGINEERED PLANT SERVICES 


T hey are basic engineered services and facilities 
required before production can take place — and 
necessary for the continuance ot production. 


They include: Providing or generating, trans- 
mitting, controlling, applying and maintaining 
of POWER, STEAM, MECHANICAL DRIVES, 
HEAT, ELECTRICITY, AIR, WATER and 


other engineered services in and for all areas of 


the industrial establishment as required for pro- 
duction and operation. This includes Lubrication, 
Piping Systems, Industrial Waste Disposal, Cor- 
rosion Control, Electrical Systems, Industrial 
Heat, Coal and Bulk Handling, Dust and Fume 
Control and other related services of an engineer- 


ing nature. 
I&P serves this field and this field only . serves 


this field in its entirety. 


Mr. Advertising Agency Man 
says: 

“A publication which selects one 
important job—and does that 
job better than any other maga 
zine—always shows superior ad 
vertising effectiveness. INDUS 
TRY AND POWER has done 
that, and now delivers a definite, 


valuable field to our clients 


Mr. Sales Manager says: 
“We must do our basic selling to 
men who are responsible for the 
Engineered Plant Services... IN- 
DUSTRY AND POWER alone 
seems to have isolated this im- 
portant stratum of industr 
and proceeded to serve it exclu- 
sively and to a greater extent 


than any other publication 


Mr. Advertising Manager says: 
“Engineered Plant Services makes 
sense. Through this one maga- 
zine, our advertising reaches the 
entire group of men responsible 
for all Engineered Plant Services. 
Result? A stronger campaign 
than the same budget will buy in 
publications covering only a part 


of Engineered Plant Services.” 


Motors, Pumps, 
Air Compressors 


Condensers, Heat 
Exchangers, Heating; 
Ventilating, Air Clean. 
ing and Conditioning 


serves 
this field 


Fe Lage oo TT 
: | wee entirety 


ee 





increased advertising 
proves the soundness of 1& P’s 
selective approach 


Advertisers know the importance of influ- 
encing the men responsible for Engineered 
Plant Services. And advertisers recognize 
the sound sense of INDUSTRY AND 
POWER'’S selective approach to this nat- 
ural market. As proof of this recognition, 


see how [&P is growing. 


] Schedules for 60 new advertisers were 
> 


carried in the first six months of 1951. 


Among regular I&P advertisers, 44 
companies increased their 1951 sched- 


ules compared with space used in 1950. 


Representatives 
The facts show I&P gaining ground Newark Soon i, Seaman, 24 Commerce St, 
with each issue. Compared with the eer eee O79 Fifth Ave., Lex- 


same months in 1950, here are paid 
space gains in 1951: May issue wp 9.6 


-June, up 17.5% — July, up 20 





caster Ave., St. Davids, Pa., Wayne 0243). 
Reader interest, too, has increased. As Bivd., Axminister 2-9501. 
a result of publishing selected editorial 
material designed for its value to se- Strengthen Yeur Campaign 
lected readers, the demand for I&P Schedule INDUSTRY AND POWER! 
articles has grown steadily as follows: The of INDUSTRY AND POWER 
gues enme is thorough — in worth-while plants across 
issues issue in 1950 all American industry. Specifically, 1&P 
January so increase re ag og Ang in a 99 tadntentel — 
February increase reach the piants and the stiller deainaen 
March increase —at the vital level of Engineered Plant Services. 
April 7% increase Get complete details — and you'll find it easy 
to see why INDUSTRY AND POWER be- 
June increase longs on your schedule. In editorial, reader- 
: ship, circulation and coverage, I&P will back 
up your judgment. New NIAA type date sheets 
are available. Ask for them. 


INDUSTRY AND POWER icp 


ESTABLISHED 1920 


420 Main St., St. Joseph, Michigan Fer Enscutives ond Enginsers Reepon- 
sible for Engineered Plant Services 


May increase 








Employe, public relations 





Winston-Salem reached a 


the Business-Education- 


group, 
new aigh 
Industry Week was repeated, thus 
bettering the citizens’ understand- 
ing of industry on a community 
level. Schools cooperated by agree- 
ing to offer two series of night col 
lege courses, emphasizing civics on 
the grade school level, and high 
school teams were formed and spon- 
sored to keep the interest in local 
sports events at a high pitch 

A new department of the Chamber 
is called “service to organizations,” 
and was established to handle the 
executive and secretarial work for 
outside clubs and organizations will- 
ing to pay for the service. The Arts 
Council made a careful and thor- 
ough survey of the residents of 
Winston-Salem in order to find out 
and provide for their cultural in- 
terests. This census of tastes, cov- 
ering the entire family, its interests, 
occupations, education, has been of 
invaluable help to the Chamber as 
they continue planning for a better 
community, simply because they are 
provided with black-and-white evi- 
dence of what the people want, are 
looking and working for 
Thanks to an energetic policy 
adopted by the Chamber a few years 
back, and the solid support of the 
community's business men, a more 
amicable working relationship be- 
tween business and agriculture has 
developed. This year, the new agri- 
ulture department (headed by a 
seasoned veteran) has been design 
ed to promote better living for rural 
residents through fuller use of land 
resources, improved marketing fa- 
cilities, and through the cooperation 
between farmers and city business 
and industry 

Naturally 


wings who comes onstage only for 


there’s the man in the 


the careful planning and hard work 

and seldom appears at curtain 
Krusz 
“cruise”), who took 


Chamber 


calls. His name is Harry J 
(pronounced 
over the Winston-Salem 
about ten years ago and who has the 
all too infrequent idea that a Cham- 
ber of Commerce is identified with 
agriculture’s interests and cultural 


progress as well as business mat- 


Detweiler 


c ications head is 


a man with eight jobs 





® IN JANUARY, Officials of Perfect 
Circle Corp., 
pany of 2,000 employes at Hagers- 


a multiple-plant com- 


town, Ind., investigated its human 

relations program 
Immediately, the 

overhauled 


were set up, with the heads of all 


program was 


Four staff departments 


four plus the personnel managers 
at each plant reporting directly to 


the general manager’s assistant 
They are one step from the policy- 
making level 

Administrative duties are divided 
into these classifications: personne! 
services, personnel development, la- 
bor relations and employe communi- 
cations. It’s nothing new to see de- 
partmental rating given to staffs in 
the first 


comparatively 


three classifications. It’s 

new to see employe 

communications so acknowledged 
Dean W 


publication 


Detweiler, former com- 


pany editor, became 
manager of employe communications 
He acquired eight duties: (1) staff 
responsibility for communications, 
including assistance in the prepara- 
tion of plant procedure manuals, and 


special publications of employe in- 


terest, (2) editing and publishing the 
“Circle” and “Compass” and other 
corporation publications, (3) pre- 
paring and distributing organization 
charts, (4) editing the management 
rewsletter, (5) maintaining contacts 
with newspapers and issuing press 
releases, (6) keeping abreast of new 
developments in communication 
techniques, (7) assisting in keeping 
employes informed and (8) partici- 
pating in the formulation of com- 
munications policies and procedures. 

The intent of the directive is to 
put Mr. Detweiler in charge of em- 
polye communications and let him 
alone. Perfect Circle can afford to do 
this because Mr. Detweiler doesn't 
wait to be told by management what 
to do. In his ten years with the com- 
pany he has, among other things, 
changed the employe publication in- 
to a novel, 12-page journal of sub- 
standard size, issued twice a month 
It reports the activities of personnel, 
but it’s long on information about the 
company. One feature is a depart- 
named, “The Outlook,” de- 
1ed to keep employes posted 
fr. Detweiler 


company’s first 


ment 


sigr 
N 


brought out the 
handbook, “The 
Compass.” He \vrote a yarn called, 
“From Pig Iron ‘to Piston Rings,” of 
which 500,000 copies have been dis- 
tributed. He supervises the com- 
pany’s external. He has helped pro- 
duce several open house celebrations, 
assembled company product displays 
and developed other community 
projects. He spelled out the com- 
pany’s insurance plan in a booklet 
employes could understand 

Mr. Detweiler is one of the first 
communications specialists to earn 
departmental ranking in his com- 
pany. His formula for getting there 
is substantially the formula of the 
few others who have done it, and of 
those who will do it in the future 
“Meke yourself useful.” 


ters. Mr. Krusz has long been the 
promoter of a view which has come 
to be adopted by more and more 
chambers the success and func- 
tional value of the chamber of com- 
merce is directly proportional to the 
degree with which it has knitted it- 
self into the community life 


Since this material was prepared, 


Mr. Krusz has moved to San An- 
tonio, Tex., to take over a similar 
position there. The practical philoso- 
phy and workable theories which 
Mr. Krusz saw in action in Winston- 
Salem, will in all probability, work 
as well in San Antonio, where he in- 
tends to set in motion the same sort 
of welding influences 





editorially 





The slate of officers 
se We 


ups 


Radio Engineer 


Institute of 


Ss Ni 











Come In, Moon! 


The ingenious commun ons industry has a ready answer to almost 

smand for new or better ways of quick contact with anybody, Advertisers of Communications and 
anywhere. Leaders in this progressive field also are keenly aware of Intercommunication Equipment Placed 
advertising values. They are consistent users of Business Week 26 More Pages in Business Week in 

1950 Than They Placed in Any Other 

REASON: Business Week reaches a highly concentrated audience General Business or News Magazine 
of Management-Men executives who make or influence buy ng 
decisions for their firms. » & Telegraph Co.) 
RESULT: For the past six consecutive years, Business Week has car- 


General Ele ) 
ried more pages of communications advertising addressed to business International Telephone & Tel 
J industry than any other general business or news magazine These Kellogg Switchboard & Supply 


Modern Telephone Corporat 
advertisers, like successful advertisers everywhere, have found that ae Teles Corporation 
Motorola, Incorporated 

‘ Business Week produces more sales, at less cost... the key to success- 





Rauland-Borg Corporation 
ful merchandising. u ment Corporation 
Webster Electric Company 
estern Electric Telephone Equipment 
American Telephone & Telegraph Co.) 
WEEK WHEN ; Western Union Te 
ANAGE/MMENT-MEN Wilcox-Gay C 


BUSINESS WEEK 


42N TREET. NEW YORK 18. N. Y. . GRAW.-HILL PUBLICATION 


graph Company 


rporotion 





“MMM THERE'S A TYPE FACE FOR EVERYBODY = 





Spa rfTani : the Robust type 


N OF A SERIES Types show 
are ATF Spartan Medium, Heavy, Black 
Black Condensed Ita G i 


Spartan puts a good head on the shoulders of sturdy 
arat selling copy and stops eye traffic by its practical combi- 
nation of beauty and strength. Spartan lives in harmony 
with other faces large and small, serif and sans serif, in 
space, direct mail, folders, everything. Accurate casting, 
careful fitting, and extra wearability insure that sharp 
clean reproduction peculiar to foundry type. You can get 
nine Spartan fonts from ATF Branch shelves: Medium, 
Heavy, Black, Black Condensed, Extra Black; italics in all 
but Extra Black. There’s a type face for everybody, and 
Spartan is for you. Print foundry type! 


\@@e@eeeeeeeeeee8 


Branches in Principal Cities ane? American Type Foun ders 
200 Elmora Avenue, Elizabeth B, New Jersey 





Which ad 


attracted 


Below is 
the answer 
to the problem 


on page 46 


more readers? 


The ad for National Airoil attracted more readers, as shown by these scores: 


National Airoil 


Seen 
Noted 


® COMPARISON of the two ads makes 
a strong argument for good art and 
Although 
Peabody actually offered more spe- 


layout scoring lower, 
cific data than National on product 
benefits. But National used layout 
and art more effectively and pulled 
not only more readers generally but 
more readers who read most of the 
copy 

Superiority was in larger, slightly 
more dramatic photographs (with 
darker backgrounds that contrasted 
surrounding 


more sharply with 


white space). Another factor: head- 
lines related closely to the photo- 
graphs usually attract more atten- 
tion than unrelated headlines. Na 
tional’s “These Pictures Tell the 


Story scored 9 compared with 


@ Seen-Associated donc’ 


eeir 


'R] Read Most ¢e: 


rea re 


Cost Ratio 


“ 


Assoc. Most 


Peabody 


Read | Seen. 


Noted Assoc 


6° for Peabody's less-related head. 

National, although the better in 
layout, could have improved further 
Eye camera studies show that when 
the reader opens the page, his eyes 
usually come to rest on the photo- 
graph first, then move downward 
and to the right out of the picture 
This means that headlines usually 
pull best below the picture and 
worst above it. On that basis, Na- 
tional’s head would have worked 
better below the art . . and probably 
better yet without the first three 
lines. Long headlines like this one 
can attract business paper readers 
effectively if they tell an important 
story but this one took three lines 
and 11 words merely to identify the 


product 





Olsen Publishing Co. . . 


Harry W. Seifert. Jr. . . 


Trends 





will be few strikes during the re- 
mainder of 1951 . . DAVID CLARK, edi- 
tor, Textile Bulletin, Charlotte, N. C 


Wool and Cotton .. Prices for wool, 
wool top and wool by-products, now 
soft and tending lower, are expected 
to level off close to pre-Korean fig 
ures within the next three months. 
Wool prices have dropped nearly 
50°, from top levels of only a few 
months ago 

World wool production in 1951 is 
estimated at 4.1 pounds 
grease basis, an increase of 120,000,- 
000 pounds over revised 1950 totals. 


billion 


Consumption of wool has continued 
high with government cloth require- 
ments being easily absorbed by the 
United States textile industry 

The wool top market in general 
has been dull. There has been no 
basis on which to establish a mar- 
ket, due to the complete drying up of 
the civilian market. Price control 
errors and delays, plus consumer 
reluctance to buy, have piled up in- 
ventories across the nation. And, im- 
ports of England, 
France, Italy and other countries 
have tended to cut domestic demand 


fabrics from 


This year’s cotton crop is estimat- 
ed at 16-17,000,000 bales, with a 
carryover of about 2,000,000 bales 
a total supply of 18-19,000,000 bales 
Both domestic and foreign demand, 
still relatively weak, are expected 
to strengthen early in the season 
Foreign cotton stocks are at one of 
the lowest levels in history 

Free dollar purchasing power in 
foreign markets is now much higher 
than any time since the war due to 
greater U.S. imports. Although U.S 
foreign aid may be reduced for eco- 
nomic assistance it will probably be 
increased for military assistance 
This should include some cotton for 
foreign defense production. U. S. ex- 
ports of 5.5 to 6,000,000 bales next 
season therefore appear likely. In- 
creasing demand and stronger mar 
kets are looked for later in the sea- 
son with many farmers preparing to 
hold their 
Credit Corp. loans E 
BENNETT, editor, American Wool & 
Cotton Reporter, Boston 


Commodity 
HOWARD 


cotton in 





Theee cheers lor Ptolens 


The Reloctant Dragon 


Gilbert campaign gets rewards 


in readership, inquiries, sales 


Cover Story 


@ IMAGINATION AND SIMPLICITY have 
put over a commercial advertising 
campaign that has brought reader- 
ship, inquiries and sales results for 
Gilbert Paper Co., Menasha, Wis 
Imagination came into play in the 
creation of the central idea: each ad 
features a message or document of 
great historical importance. The 
opy switch from this to the com- 
’s sales message is obvious 
nplicity entered into not only 
dea but the format, including 
ne big dramatic illustration, a short 
headline, and brief copy that matches 
magazine editorial for general in- 
rest 
Readership results included 
Starch readership scores that have 
eported the ads consistently at the 
two-color, two-thirds- 


in Business Weel 


Inquiries . . have pulled well, par- 
ticularly as result of one ad headed 
A Message to Garcia,” which car- 
ied a buried offer of a booklet in the 
last paragraph of the copy. The 
booklet contains Elbert Hubbard's 
letter immortalizing the famous 
message. The buried offer pulled 
1,000 requests 

Sales volume is holding, and there 
s evidence that advertising has con- 
tributed importantly Therein lies a 
story 


During World War II when pape 


and pulp were scarce, Gilbert had no 


selling problem but carried on with 
a full advertising program. In the 
brief business recessions after the 
war, the company’s sales ran counte1 


to the trend. Management credited 


this in large part to aggressive war- 
time advertising 

Since Korea, consumption of pa- 
per has skyrocketed. Gilbert’s pro- 
duction is sold out completely for 
the foreseeable future. But the cam- 
paign will continue in Business 
Week, Fortune, Graphic Arts Month- 
ly, Inland Printer, Modern Lithog- 
raphy, National Lithographer, The 
Office and Printing Magazine 


Mlustrations .. are by artist James 
Lockhart. The one on INDUSTRIAL 
MARKETING S cover deals with a mes- 
sage about Ptolemy the Fifth in- 
scribed in stone. Although the copy 
was strictly puff for Ptolemy, it be- 
came quite important 2,000 years 
later, for the same words had been 
inscribed not only in two forms of 
Egyptian hieroglyphics, but also in 
Greek. This made it possible for 
scientists to decipher the hierogly- 
phics, the meaning of which had 
been lost for many intervening cen- 
turies. The “Reluctant Dragon” ad 
(see picture) will run in September 

The company merchandises the 
advertising aggressively in an ex- 
ternal company publication, “The 
Gilcrafter,” which is mailed ten 
times a year to 40,000 buyers of 
high-quality, rag-content paper 

The publication pulls interest and 
new customers with a feature con- 
test for the best letterheads. Monthly 
cash prizes are awarded by a panei 
of judges selected from the graphic 
arts industry. The only require 
ment: entries must be printed on 
Gilbert paper 

Frank C. Nahser, Inc., Chicago 


agency, handles the advertising 





ERE'S 
ONLY 


If you want to sell to the big-booming 

Electric Utility field—which will spend an annual 
$3,000,000,000 for the next three years—there is 
only ONE WAY to reach all the Utility men 

who buy. . . . That's through the pages of 
ELECTRIC LIGHT AND POWER... 

only 44% of whose readers subscribe to the 


next magazine. 





UTILITY MEN REACHED BY ELECTRIC LIGHT AND POWER 


Gen'l Executive 3478 
Engineering Executives 2540 
Operating Executives 4452 
REA Executives 705 
Commce'l Dept. Executives 1245 
Consulting Executives 257 
With other utility-connected 
classifications—total CCA circulation 14,414 


ELECTRIC LIGHT 
AND POWER 











SALES OFFICES 


CLEVELAND 15 NEW YORK 17 
1836 Euclid Avenue 101 Park Avenue 


ALL- 
ELECTRIC- 
UTILITY 








MAGAZINE! 


A full schedule—12 
color pages—in 
ELECTRIC LIGHT AND 
POWER will save you 


$1983 


over the closest avail- 
able schedule in the 
magazine with the next 
largest (non-exclusive) 
utility circulation... ! 


Send for detailed data. 


HAYWOOD BUILDING 
22 EAST HURON STREET 
CHICAGO 11, ILLINOIS 


West Coast 
McDONALD-THOMPSON 
San Francisco 5 
Los Angeles 5 
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lake a tip from These Men of Decision... 


py Information on current trends and the We welcome the visits of salesmen an 


ther Purchasing Agents « iso status of industry is something that 1s al 
avs helpful to a Purchasing Agent like 


opportunity to convey to our supplic rs the 
stability, integrity, requirements, and per 
sonality of our Company. We particularly 


salesman who has taken t 
the effort t \ n under nvself. The alert salesman is in close touch 
th conditions in his own industry, and welcome salesmen who are well advised in 

nanufacturing and engineering of 


und sense the current feeling in industry their companies’ products Much of the 
} Purchasing Department's contribution to 


las an opportunity to observe conditions the t 


generally. | appreciate when a salesmat 


each enables the P.A. to passes along any news concerning new necreasing the companys profits comes 


ob im a more eff \ business developments that will help m about through such personal contact with 
\W. N. Springer, Purchasing prove my perspective on today’s markets the informed salesman,” says G. R Young 
Atkins and Company, Ind savs Herbert Lavport, Manager of Pur Director of Purchases, The Weatherhead 
hases, Wyman-Gordon Company, Wor Company, Cleveland, Ohio 


ster, lass 


Which company gets the order? 
38,500 readers of PURCHASING answer this question daily 


n who close most industrial sales—the P..A.’s of industry —are the 


1 


esmen for today’s industrial buying teams. Their advice ts sought 


ilued and acted upon by all important company departments 


responsibility to determine who, among cceptable sources of 


t 


vill get the order 
:; A CONOVER-MAST 
it is good advertising, just as it is good selling, to make 

: PUBLICATION 
' 


our product story reaches these men 


Use the P. A.’s own magazine, PURCHASING, 
4 } t madustrial advertising 
‘PURCHASING, 205 Fast 42nd Street, 
N.Y. Offices in Chicago, Cleve 


l Os \nge res 


when you think of selling think of PURCHASING 





copy chasers 


Copy hacks and street-walkers? 


Not these few zestful ad writers 


® WE HAVE STARCH studies. We have 
the work of the Advertising Re- 
Foundation. We 
yardsticks and 


search have all 


sorts of formulae 
And yet, after the ad is written, and 
the plates are made, and it appears 
in the magazines we find we've for- 
gotten to ask ourselves one little, 
three-word question 

Is it interesting? 

It seems to us no matter what 
you're selling in what size space, the 
least you can do is ask yourself this 
question. And keep asking it of 
yourself! 

We are word creators, supposed- 
to-be craftsmen. Let’s look at our- 
selves and give ourselves the truth 
Some of 


writing 


Some of us are butchers 


us are plumbers. Some 


street-walkers. And worst of all, 
many just hacks 

Where did it start? We dunno 
unless it was the first time the first 
agency man let che client pick up a 
pencil and say, “Why don’t we try 
it like this.” That’s punctuated with- 
out a question mark because it never 
was a question 

Since then, well you know the 
story. And it has been going on so 
long with so many people in so 
many places, that we don’t even rec- 
ognize what’s happening. The ad 
manager or agency guy just auto 
mat:cally justifies a poor piece of 
writing, saying to himself, “That's 
the way the boss likes it.” 

Once upon a time we knew a copy- 
writer who quit his job because he 
wrote some pretty fair bearing copy, 


and when he called with the ac- 


count exec on the head man of the 
company, the head man took them 
home for dinner, picked up the ads 
later in the evening, carried them 
out of the room as he turned and re- 
marked, “Let’s see what Mamma 
thinks of them.” 

Alas, alack 

We may 


est advertising cuties, but since 1936 


not be the world’s great- 


when our OK AS INSERTED bouquets 
began, we bet we have looked at 
more business paper ads per month 
than anybody in the business. And 
if there is any single, common, 
chronic complaint we have to make, 
it is the absence of the plain, old art 
If you doubt 


us, pick up any issue of any business 


of being interesting 


paper that’s handy, thumb through 


it, and you'll see what we mean 


How Make It Interesting? . . Be- 
fore we name names, let's look at the 
simple elements of ad craftsman- 
ship. How do you make an ad inter- 
esting? Physically, of course, by 
fresh, easy layout, inviting art work, 
intuitive use of color 

That last, for instance . . we recall 
a folder someone made delightfully 
intriguing by one spot of red the 
dot of an “i” in a word in white let- 
tering on a black background. That 
doggone dot, less than a pica diam- 
eter, acted like a tail light on your 
automobile 

No less obvious, naturally, are the 
“interest” rules for copy. If they 
start anywhere it’s with the head- 
line, although you need not write 


in that orde 


an ism feature 





"# 


But what bothers us most is the 
expensively high volume of low-in- 
terest headlines. You wonder, after 
you turn page after page in business 
papers, why anyone has to hire an 
advertising man to write such hog- 
wash. Here, for instance, are a few 
samples of what we're speaking of 

from just one issue of one maga 
zine 

A proclamation on quality 

The brand that built the industry 

Getting in on the ground floor 

Behind the name 

Proved performers 

Leadership 

Quality first 

Low cost, trouble-free operation 

You pay for the best, make sure 
you get it 

So much for so little 


Now you tell us .. why in the 
world »ny man would want to read 
any of those ads? 

“Headlines,” the experts say, 


“should be stoppers.” But that’s 
dangerous, too, because it leads to 
tricky headlines and they cheat 
Mostly, we 


a headline that’s interesting is one 


the reader would say, 


that contains news, or humor, or 
drama, or a problem, or emotion, or 
masterful handling of the profit ap- 
peal. No 


ments by a long shot, but enough to 


these aren't all the ele- 
give you the general prescription 
That’s really a contradiction. Good 
headlines aren’t written by prescrip- 
tion. Neither is Good 
copy is some volatile combination of 


good copy 
intelligence plus intuition. The pro- 


portions depend on the product, 
situation and author 

The man who writes, Goodrich 
copy writes interestingly about un- 
usual uses of rubber. The man who 
writes Alcoa Aluminum copy (with 


a completely different flavor and ap- 
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proach) does an interesting job on 
aluminum. Still another wins inter- 
ested readers for Monsanto Chemi- 
cal. These are all raw materials, but 
there’s absolutely no relation to 
their copy handling other than that 
they are all interesting 

But instead of rambling all day on 


this, examples are lots better / couldn 7 


Before we get too deeply involved 


1ere, we should make a point. Ofte = 79 ; 
} u m pou - wai lo call 


being interesting is a matter of play- 
ing a piece of information straight ’ / 
if the information is really im- SaM1. 
portant enough 
As a demonstration let us take you 
out of the business paper field a 
moment to a consumer ad signed by 
MacMillan Petroleum. You've seen 
» sure. It starts out, “Here is 
esting news about your 
rutomobile and somehow that 
imple headline is interesting 


Then 


man hour at the showroom of the what makes it all into an interesting 
jam Peters Motor Company ad is a key note of photo of a gal’s 
What's this all about? Well, up in legs (not cheesecake) with caption 
corner there’s a business card with other smaller photos spotted 
says, “Here's another television around it. The interest here seems 
dea for you So what’s the to be a newspicture interest a la Life 

Read on, stranger and Look 

let's skip over to another 

angle, the good but conventional % We've wanted to give an OK as 
How to” approach. In this two- INSERTED to Standard Products Co 
olumn ad, West Disinfecting Co for some time and just never got 
tells you How to improve your around to it. This, we feel, is one of 
rs with KwyKwavr.” Now, grant- the most interesting of all industri- 
reader will bust a blood ves- al campaigns This sample is typical 


nt over that If it needs to bel e like a latch 


iMPROVE YOUR 
FLOORS WITH KWYKWA 


How 10 


phone 


| could: Tt Slamalarad Pindeuita Co 
That, you'll agree, has ar . 

irgency of interest about it. Then 

1 subhead, topping the right hand 


page You see today I wa ted more 














Half a Billion Dollars 
a Day 


The U.S. Government is now 
spending at the rate of $500.000.000 
per day on war materials. No mat 
ter what happens in Korea, that 
kind of money means expanded 
plant facilities and tremendous 
purchases of every type of indus 


trial product 


Private industry is carrying the 
bulk of this load, as inquiries re 
ceived at LIEN demonstrate. These 
are coming in from the operating 
and production engineers who form 
the backbone and nerve center of 


the nation’s industry 


But inquiries tell another story 
too. In a recent 20-day period TIEN 
received inquiries from 71 govern 
ment engineers in 54 separate 
governmental agencies. These cover 
the entire range of government 
planning and production, including 
building ships, running ordnance 
plants, aircraft factories, assembly 
depots, proving grounds and test 
stations. These inquiries reveal 
governmem developing and manu 
facturing signal and communication 
equipment, operating atomic lab 
oratories, controlling atomic pro 
duction, experimenting with long 


ranze roc kets 


The inquiries that IEN passes along 
to advertisers and others are now 
packed with dynamic possibilities, 
for product information is a vital 
factor in this tremendous produc 


tion program. 


IF YOUR MARKETS ARE SHIFTING LIKE GRAZY.... 


pays to keep in mind 


Despite the many changes in industrial markets, it remains true 
that the cream of the general industrial market is still in the larger 


and faster growing plants. 


These are the plants that buy the most equipment, parts, 
materials. They are the plants with the best ratings. the soundest 
credit. They are the plants most interested in product news and 
information needed for continuous production and for developing 


new lines and new production facilities. 


And they are the plants that have requested regular receipt 
of Industrial Equipment News, industry's first and most complete 
product information service. Over 56% of LEN readers are in 
plants rated $1,000,000 and over. and 86% are in plants rated 


$100.000 and over. 


To help you analyze the industries and type of plants receiving 
Industrial Equipment News we have a new Media Data Reference 
File folder containing our NIAA Report. the IEN Plan, CCA State- 
ment, and other pertinent information. Send for your new TEN 


Media Data Reference File. 


“Oo Sonam 


REPRESENTATIVES ~BOSTON + CHICAGO + CLEVELAND + DETROIT + INDIANAPOLIS + LOS ANGELES + PHILADELPHIA + PITTSBURGH 
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Meet 


Mr, J. D, WINIG 


Director of Contr 


The Bayer Company Division 
Sterling Drug Inc 


nton, New Jerse 


oe MICAL PROCESSING receives plant-wide attention. 


Practically all sections of this magazine are interesting or helpful 


to us. 


Joumy 


J. D. WINIG 
Dyurector Centr 
The Bayer Company Divisior 
of Sterling Drug Inc 
ton, New Jersey 


Published by PUTMAN PUBLISHING CO. 
ttt East Delaware Place, Chicago 11 
Read by the key men who Creators of PUTMAN-STYLE Magazines 


direct chemical processing operations DER ACTION 





-Meet 
Mr H. C. DORMITZER 


General Superintendent Kefineri 
Wilson & Company 


Chicago, Illinois 


in reading FOOD PROCESSING, I find useful in- 


formation in articles that I would not, normally, select to read 


from the index 


‘Therefore, | do not pick out any particular article in FOOD 
PROCESSING; I read a// of the articles, whether they pertain 


to our field or not.”’ 


H. C. DORMITZER 
Genera Saperint ndent Refineri 
Wilson and Company 


Chicago, Illinois 


Published by PUTMAN PUBLISHING CO 
111 East Delaware Place, Chicago 1! 


Creators of PUTMAN-STYLE Magazines Read by the key men who 
, ADER ACTION direct food processing operations 





——— 


SCHCAGE 


Mere + preel the C35 Bemente « pow beet buy 


a lock, or a linkage we can create 


t mass produce it with 


stampings! 

That's a 22-word headline and we 
think it’s fascinating. So is the il- 
lustration, in yellow and black a 
cross-section 


kind of modernized 


two simple examples of 
In fact, Standard 


We 


showing 
transfer of motion 
signs off these pages with a big 
And easy 


ke motions text 


So, a nice big OK AS INSERTED to 


assistant to crea- 


& Smith & Ross 


OHN A. MCKINVEN 
tive direct Fuller 
Cleveland 

Being ir . : is a funny busi- 
ness when you get right down to it 


Sometimes just the color and weight 


character of the letters in a 
Take 
Stand- 


inter 


headline are even a big factor 
this little half-column ad for 

ard Plastics Co. It 
bex ause someone 


headline, “Are There 


Small Plastic Components in Your 


makes an 


esting spot de- 


signed the 


War Contracts?” in an eye-attrac- 


tive combination of rich black 


Gothic bulls- 


hand-lettering 
with a that 


right into the start of the 


and 


eyed it “swish” walks 


the reader 


82 / industrial Marketing 


text. Nicely done 
This headline kills us 

is noisy, I go in with a gun!” says 

Herb Turner of Detroit, This 


(you'd never guess it) is a National 


Who's Turner” 


lf a ple ce 


Gypsum Co. page 


Another in the same “personal- 
ty” vein is Beech Aircraft Corp., 
Lon Minier’s year is 469 days long!” 
Because Lon figures with his Beech- 
raft Bonanza he does seven days’ 
productive work in five days’ time 
Figure it out for yourself 

Schlage Lock Co. relies on a poster 
technique to build up interest. A red 
bleed this 
half halftone of a 


button This 


revolu - 


background in vertical 


page, life-size 


lock” 


ge button sti 


big headline 
Schla irted 
afield, to a drug 


here's a 


Going far over 


publication page for Ban- 
thine (a new drug for ulcer suffer- 
ers) with three-quarters of the area 
a charcoal drawing of a man’s head 
“Peptic Ulcer” 


a headline, and 


a straight pitch 


PEPTIC ULCER 


Allis-Chalmers 
two 


how 


You all know 


interest. Massive, 


captures 
pages across photographs are part 
but not 
it takes pictures 


dockside, 


of the formula just any 
Oh, no 
one of a 


loaded at 


photos 
like 


being 


freighter 


night under spot 


lights. Headlines, too, have drama 


and intrigue. To wit 
nq Main Street 


Of course, if your company makes 


They're stow- 


aboa rd! 


real news, then your job of interest- 
getting in advertising becomes easy 

unless you deliberately compli- 
What handle 


Sinclair Refining’s recent policy of 


cate it better way to 
opening the doors to inventors than 
so like this, “An Invitation to 
Who Idea 


for a Better Petroleum 


to say 
Has an 


Product 


Every American 


Puzzles and the 


like 


reader 


quiz programs 
they're all perfectly legitimate 
bait 
Let's test this headline, “How 
much weigh?” 


from a page in the Electric Light & 


if you don’t reach too 
hard 
does a paratrooper 


Power Companies campaign. Is it 


justified? Let’s see 




















and Ves is the Way To 





Reach It. . 





FIVE YEARS AGO it was necessary to advertise in 
two or three publications to reach executive, depart- 


mental and purchasing influences in the complex 


system of railroad buying. 


Today, veteran railroad supply men, progressive 
ad men and agencies recognize MODERN 
RAILROADS as the one publication which reaches 
ALL buying influences! 


There can be no other possible explanation for 
MODERN RAILROADS’ truly remarkable ascend- 
ency to advertising leadership within five short 
years! This is not “claimed” leadership—it is based 
on advertising growth (over 200 page annual in- 
crease in ecch of the past four years!) and on 
quantity, quality, variety and interest of its readers! 
MODERN RAILROADS also leads in advertising 
revenue per issue—a reliable yardstick; but by any 
yardstick MODERN RAILROADS TODAY 
IS THE PUBLICATION WITB THE 
POWER TO SELL THE RAILROADS! 

_. It’s BIG in format, Editorial Impact and Readership 


.. it’s Beautiful—write for sample copy and see! 
.. it's POWERFUL —use it. and know! 





\ 
q A a A 
NEW YORK 7-44! Lexington Avenve 
PASADENA 1-423 First Trust Bidg 





CHICAGO 4 


ROADS. 


201 North Wells Street 


ILLLNO!IS 




















ODERN 








Southern Railway System ads 
“Most likely to succeed!” have always been marked with a re- 
freshing simplicity of copy and il- 
lustration. Take this one, “Most like- 
ly to succeed.” Art shows a modern 
industrial plant, graduation cap 
~M THERN KARA SYSTEM perched on its roof. Copy gets across 


the point quickly 


FOR “THE SAFE WAY OUT 


mut en 


Y - 
Won Duprin 


rast, amd I wu Fut Dewees 


Vonnegut Hardware Co. (Van Du- 
prin Division) achieves advertising 
attraction with superb layout, good 
use of color and excellent art handl- 
ing in its spread, “For the Safe Way 
Out’ Copy, itself, is perfectly 
straight 

Another interesting building story, 
this time a hospital, in an impressive 
bleed spread for Day-Bright Light- 
ing. Big, dominant photo of a hospital 
building lighted at night, smaller 

Gare and Conscience Designs One of the Souths Finest Hospitals shots of interiors. inset photo of the 
three architects for the project and 
| ay a superb headline, “Care and Con- 
1 to, science Design one of the South's 
tun, = Finest Hospitals 
tar, 
ot oe hare : pho, Copy’s melting pot . . Al! right 
Ss Ss eo a a NHeauws 2 : : . You've skimmed ove these ex- 


amples what are the ingredients 


i oe . 
for advertising interest? Are there 
two, three, four a dozen? Is there 

magic formula for blending them 
together? Or is it just as we said at 
the beginning, some happy creative 
combination of intelligences plus in- 
tuition? 


Standard Products used the most 





Drawing and holding readers from all branches of the textile industry 
because of its Editorial Balance, and blanketing its field regardless of 
geographical location of plants or type of product because of its Circu/ation 
Balance — 

It is only natural that Textice Wortp has attracted to its pages the 
advertisements of companies making practically every type of machin- 
ery, equipment, and supplies used in textile-mill operation, giving TW the 
Advertising Balance that has earned for the TW advertising section the 
enviable reputation of being the market place of the industry. For example, 
TW’s 1950 roster of advertisers includes 582 companies that used 2,543 
pages of display advertising in that year. 

Thus, from Textite Wor tp, the mill man secures practically everything 
he requires from his industry paper — valuable articles on new techniques, 





equipment, employee relations, etc., to keep him informed; and equally 
valuable advertisements that help him with his ever-important problem 
of running his mill efficiently and profitably. 

And thus, if your product or service is applicable to the textile industry 
or any part of it, Textite Wor tp is in ideal position to help you build 
success for your sales campaign in this field. Write us for details shaped to 
solve your particular problems. 

*Illustration shows July, 1951, in to advertisers. We will be glad 
to send you a complete roster of our advertisers. 
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approaches right out of 


tse! with high inter+ 


rothers 
t their garage 
mportant volume 
se the y dor t be- 
salesmanship 
story tor 


winds up 


Chicago Tnbunc 


After that, in 


italics, the Trib 
makes the big point that the man- 
ifacturer gets the best results from 
his advertising when it makes deal- 
ers enthusiastic about his lin« and 
ll” for the Selective Area 
This is easily worth an OK as 

INSERTED to P. H. JAKLON, copy chief 
and HUGH WELLS, copywriter, both of 
the Tribune's promotion depart 
ment 

So let’s carry on 

sometimes its true a headline 
aione packs 
We'd Say 


Co.'s page, “How to zip-up a build- 


interest 
Steel Products 


great 
Detroit 


power! 


ng!” is a swell example. Or another, 
Du Pont's Why They Build the F- 
86 Sabre with Frozen Rivets.” An- 


tther, Continental Can’s, “Did you 


> 


ever seen canned water’ 


But on the other hand, sometimes 


strictly business is strictly interest- 
ng. We'll buy 
Wet the Brick to Secure a Water- 
t ght Bond 


page for builders and con- 


Louisville Cement’s 


which is a simple 
recipe 
tractors. And right in the 


National 


same 


league Gypsum’s “Sus- 


erin 


Lath 
Gold 
Pictures 


pended Ceilings of Gypsum 


and Plaster now easy with 
Bond's Clip-Lok System 
and captions show 


Is this a better ad than National 


you how easy 


Gypsum’s “If a place is nowy I go 
n with a gun?” You tell us! 
Sooner or later we were bound 

to get around to case studies. And, as 

with all advertising techniques 

there are case studies and case 
studies. Who does an interesting job 
with them? Who else but Trundle 

Engineering Co. These two head- 

lines are representative of an excel- 

lent series of two-column ads 
Firm's Illness Quickly Diagnosed 
Too Much 


Can a Small Company 


Tonnage Business’ 
“Afford” to 
) 


Hire Management Engineers: 
Let's read the latter ad together 





EAAB— Audience Audits —a Fact! 


First Audience Audit sets pattern for standardized, 
authoritative, reports of trade show and exhibit attendance. 


ore EuontONG HO, *What is the Exhibits Attendance Audit 


Ceaed Comma! Pateee = 


_— 


ES Bureau — EAAB? 
ance AUDIT — ® 


This bureau is the outgrowth of insistant demand for de- 
pendable figures on attendance at all kinds of exhibitions 
and shows for industry. It is affiliated with the Exhibitors 
Advisory Council, an independent non-profit organization 
formed by exhibitors in 1926 to improve the techniques and 
practices of trade show exhibits. On the EAAB board are 
representatives of EAC, NIAA, ANA and NAEM (National 
Association of Exhibits Managers) bringing together the 
interests of exhibitors, advertisers, and exhibit management. 
The need for an independent and representative bureau in 
this field of marketing to do a corresponding job to ABC 
and CCA in circulation audit will be satisfied by the EAAB. 
The Institute of Radio Engineers is proud that the attend- 
ance of its 1951 Radio Engineering Show happens to have 
been the first EAAB Audit. We offer copies of the report 


free upon request. 











The EAAB Audit concentrates on four clean-cut, measures of attend- 
ance: (1) Total registration, (2) Analysis by industry and occupation, 
(3) Geographic breakdown, and (4) Recapitulation of Attendance by 
Admissions. Its auditors verified an attendance of 22,919 at the 1951 
Radio Engineering Show. Part of the report is shown above. 


THE RADIO ENGINEERING SHOW 
of the Institute of Radio Engineers, Inc. 


h 34 952 srand Centr fo nf ) . r C. Copp 
New York City 
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Seconccry stator Drive range clutch 

Primary stator Short pinion 
Reverse drum 

Low sun gear 


fruit + 
inpul sun 
= 


snel corrier 


Reverse Dond 


meverse rin 


Parking gear 





Pulleys and Sheaves 
Fasteners Bellows and Diaphragms 
Metal Alloys Paints and Varnishes 
Clutches Capacitors 
Motors and Controls Transmissions 
Molded Plastics Welding Equipment 
Ceramic Parts Electroplating 
and hundreds of others 


tines noppen when ney ee tin TMVACHINE DESIGN 











a pl 


A Penton Publication, Penton Building 
Cleveland 13, Ohio 


Here’s how you can reach 60,000 
Engineers who want to know what 
your products will do for the equip- 
ment, appliances and machines they 
design and build. 


August jos / 99 





Don't know how you'd classify 
Bethlehem Steel page, but it’s 
resting. Most of it is a big pl 


Tat Puanre fF 


» of a building. Below, full width 
the page an eight-line caption 


bold lead 


ee Ree tment Mate! Moe tet 


Pillaging Poet.” His colorful story 
takes up a little more than half the 
text, then Aetna talks turkey 


American Cyanamid has been 
running interesting ads for years 
interesting because of subject mat- 
ter, art work, and general handling. 
Did you see the color page, “The 
fish came back?” It’s a story on in- 


Casualty goes back to 


folklore to achieve inter 
ness this page about “The mm for dustrial waste disposal done with 


talk maha gow ow ail * 


‘| he fish that came bac k 


° 





HORTAGES 
AHEAD 


When new sources are needed fast, directory 
advertisers receive preferential attention. And 
MacRAE'S BLUE BOOK is preferred—at 
most industrial purchasing points—for its 
accuracy, completeness and accessibility. 





MacRAE’S 
2 UE ee Tele) 4 


18 E. Huron St. 
CHICAGO 11, ILLINOIS 


i 


ALL in ONE BOOK 





great professional competence 
Reprints of editorial features are 


: @ Send for available ; , 
*% Boost-of-the-month to Copy- offered here os a special service 
/ to IM readers. Please send number 


writer WALTER HAEFELI, N. W. Aye and name of article with exact 


- 
& Son, Philadelphia, who wrote the ! eC ] 1 ] ) S amount in coin, stamps or check to: 
The Editor, Industrial Marketing, 


Carrier Corp. ad that starts out like 200 E. Illinois St., Chicago 

Sorry, but we cannot handle 
credit orders under $1. We'll be 
hoppy to bill you for lorger sums 


this 
of Industrial Marketing 


feature articles 





This unusual headline treatment 
@< > , 4 _ . Today's sales incomes can get out of hand . . stop them 
is on the right hand page. Below it, by Birney Miller and B. K. Moffitt, June, 1951 10c 
How 551 advertising agencies placed space in business papers in 1950 
tage March, 1951, 10c 
ages as 
: A guide to better publicity s 
by members of the Industrial Publicity Association, New York. 75c 
What industrial advertisers plan to do in 1951 
by Bob Aitchison, Jan., 1951. 15c 
R201 Four ways for an advertising quency to make a profit 
vy Ira Rubel, Nov., 1950 
R200 Mow industry buys 
by John H. Platten, Oct., 1950. 15c 
R199 Business paper volume for 1949 ee 
by A. R. Venezian, Aug., 1950. 15c 
R197 How «a product handbook can prove your ad results 
by Robert D heen. July, 1950. 10c 


numbered, a listing of such advan- 


On the left hand page, an arrest- R196 rs can meet their — competition 


How business pape: 

: I . } . t by William A. Marsteller, April, 1950 

ing sithouette photo of a business R194 Decentralize your sales force for more effectiveness 
by Glen H. Treslar, May, 1950. 15c 


man (the one doing the talking), 
. R192 readersh: . and how to right them 
short copy block on owner benefits hang L . ‘ gt me! Ay 1950 Se. — 
Ot course, it’s 92 in our office to- R187 ry bigger AL calls for better annual reports 
. . : by Richard H. Baliey, Jan., 1950. 10c 
day. So maybe we're just a little bit R186 Selling to engineers? educate them. but .. . 
by Huxley Madeheim, Oct., 1949. 15c 
R185 ape ny ey pay unless you have a job for it 
Cliche f the th by Julian Boone, Oct., 1949. 15c 
— ‘ S ae R184 How to use graphs in industrial edvertising 
by L. Leonard Philips, Sept., 1949 
Johns-Manville R180 0 ate , Sep chews know about aimee buyers 
Statue of Liberty ‘Stands out in R175 How to measure results of industrial advertising 
” . by wan A SERSSTENNE, May, 1949. 15c 
quality Midwest Electric R173 Guid for tt 
by Frank D Be 4 Aug.-Jan., 1948-49. $1 
berg R170 16 wa to sell to quetincosna epesmnante 
K by J Bennett, Apr., 1949 
pole vaulter Top performance” Ri68 How to make external ouneed fons pay off 
Vulcan Rubber by Harrison M. Terrell, Oct.-Dec., 1948-49. SOc 
: R166 Keep the line open between employer and employe 
ball players Boost your ‘batting by Robert Newcomb & Marg Sammons, May-Sept., 1948 
we so’ ” P ant . R161 We went to four-color inserts on a cul budget 
Sve Kent-Owens by Clifford Stubbs, June, 1948. 10c 
tightrope walker “In perfect bal- R160 3 demonstrator improves salesmen's closing ratio 
ance” Uniaue Balance by H Bluethe, Oct., 1 10c 
‘ . 4 aiance 
. ’ ste Ri54 Using newspaper advertising to spot industrial buyers 
crystal ball Think about your by Wilhelm Ferdinand, Aug., 1948. 10c 
f » j ilding” . , R151 When your cusiomers order spare parts 
uture in building Gunnison by Raymond H. Jacobs, June, 1948. 10c 
Homes Ri45 How can I find what type to use? 
crystal ball What about your by A. Raymond Hopper, Apr.. 1948. 10c 
. = ‘ Ri44 Techniques that will make your copy pull 
future Surface Combustion Copy Chasers, Apr., 1948. 25c 
bo and arrov ‘ . wer” Ri4l Market research combats high atten costs 
ow and mh A Quiet power by Richard D. Crisp, Feb., 1948 
Emerson Electric R140 How to avoid § common Atay in hiring salesmen 
by Burton Bigelow, Nov., 1947. 10c 
R139 ey in the buyer's market 
L. Rohe Walter, Feb., 1948. 10c 
R133 ome effectiveness of repeated adverti t 
The Copy Chasers Sept.-Nov., 1947. 75¢c iz 
12-page reprint summary of Repeat Ad Study, made under guidance of a 
special steering committee of industrial advertisers, agencies and pub- 
lishers. Single copies 75c; 10 or more, 530c each; 25 or more, 25c each 
Ri27 The economics of industrial advertising 
by Jesse H. Neal, Sept., 1947. 10c 
Ri2l The orchestration of type 
by A. Raymond Hopper, Mar., 1947. 15c 
R105 fous client relationship 
by t. Gischel, July, 1946. 10 
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penguins .. “Cables run cooler” 
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Sheldon R. Harper 





LEADERSHIP... 


...in Export Business-Publishing too! 
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Free circulation, oudited end 
certified by Controlled Cire 
culation Audit Inc. 








Paid circuletion, audited and Free circulation —-~ weudl- Paid clrculetion, audited and 
certified by the Audit Bureau ted. certified by Audit Berea of 
of Circuletions, on indepen- Cireviet ions. 
dent and impartia! agency. 
Ingenieria Internacional INDUSTRIA carried Ingenieria Internacional CONSTRUCCION car- 
more advertising in 1950 than any other U. S. ried more advertising in 1950 than any other 
U. S. construction magazine circulating in the 


industrial magazine circulating in Latin 
America and other Spanish reading countries. same areas. 


These McGraw-Hill magazines rank first with Export advertisers because they rank first with over- 
seas buyers of American equipment and materials, who pay for the opportunity to read them and bene- 


fit from their guidance. 
@ Experience in World Business... 


counselling, research, translations, merchan 
dising are available to all manufacturers. 


@ MeGraw-Hill [aternational Publications Give You... 


@ ABC Audited Circulation... @ A Perfect Climate for Selling... 
you know who is readin sr sales message audits of paid subscriptions and renewals 
and where they a t how vitality and interest of reader 


market 


“e. “McGRAW-HILL cussions 





St.. New York If, N. ¥ Offices in Principal Citie 


World-Wide Headquarters for Business Information 








advertising 
in business 


July / volume 94 


1951 


volume 
papers 


pages) over 1950 


page change 


change 





Grand total 


Year-to-date 


pages) 


over 1950 


1950 page change 





Grand total 208.700 


Pages 
Industrial Group 1951 


Aer 
Aeror 
Rev 
Americ 
Ameri 


“ 
Industry 


& Engineering 


Engineer 





195.984 


industrial Group 


| Proce 
al Week 
Engineering 
Age 
Mining 
ercial Car J 
struction Diges 
structioneer 
struction Equipr 
Method 


Dairy Record 
Design News 
Diesel Progres 
Distribution Age 
Drilling 

i & Cosmetic Indus 


Light & Power 
al Construction 
nance 
al Engineering 
al Soutt 
cal West 
al World (iw 


Engineering & Mining 
Journal 
yineering News-Record 
ating Engineer 


Factory Management & 
Maintenance 

Fire Engineering 

Fleet Owner 

Food Engineering 

Food Packer 

Food Processing 


Foundry 


Gas Age (bi-w 


Heating & Ventilating 
Pix 


Heating £ 


July increase of 9.4% 
sets new record for year 


® JULY ADVERTISING volume for 257 
business papers reached a new high 
for 1951, with an increase of 9.4%, 
or 2,476 pages, over July last year 
For the first seven months of 1951, 
there was another record gain of 
6.5 12,716 pages over 1950 totals 
Taken by groups, the five divisions 
follows 154 


tallied as industrial 


papers, up 14.1%, or 2,233 pages in 
July. Cumulative results, up 10.3 

or 12,020 pages. Seven product news 
papers, figured on a basis of 1/9 page 
gained 18.4 for the 


for year-to-date 


units year, 


trade papers however! 

or 154 pages in July, and 

or 1,738 pages, for the seven 
months 


Class publications, 26 


reporting, 
last month, or 20 pages 
for the 


18 export papers see-saw- 


or 615 pages 


up in July for 3.4 or 35 pages 


down for the year, 0.5° or 40 pages 





Industrial Group 


Ice Crean 
Industr 

Cher 
Industri 
Industry & Pov 
Inland Printer 
Interior 


Iron 


Mining Engineering 

Modern Machine St 
(4',x6 

Modern Metals 

Modern Packaging 

Modern Plastics 

Modern Railroads 

National Petroleum News 

National Provisioner ( w 

National Safety New 


Oil & Gas Journal 
Organic Finishing 


Pacific Builder & Engineer 


Packaging Parade (9%,x12 


Paper Industry 

Paper Mill News 
Paper Trade Jour 
Petroleum Engine 


Ww 
nal 


Or 


t 
Petroleum Processing 


Petroleun 
Pit & Quarry 


Refiner 


Plant Engineering 





Tell 


Upside-down booklet makes 
effective sales tool! 


How to make a dealer sales tool really 
usable,” might be the title of this item 
booklet, The Inside Story 


ot Fine Swiss Watch, was 


Our 28-page 
lesigned 
as an educational piece for jewelers to 
customers But to 


show prospective 


assure a complete sales presentation, we 

wanted the jeweler to read the klet 
1¢ Customer. SO Copy and 

for each right-hand page was prepared 

sual manner. The ett page it 

instance repeated the same materia 

but was printed upside down. This per 

mitted the jeweler to stand behind the 


1 read the entire story to 


counter an 
the customer without twisting his head 
or turning the booklet. Jewelers have 
found this to be one of their most valu 
able merchandising pieces 

The Watchmaker 

New York, N. Y 


Ads pull double load — 
make low-cost booklet! 
While planning a consumer buying guide 
for water heaters, a simple idea recently 
our full-page consumer ads do 
rle-dury —and saved us thousands of 


n production costs. Each ; in 


a water 
look for 1OW 
pertorm. We found they 
the iwormation that wo 
put into a consumer DOOKICT 
years campaign of 6 ads were staple | 
together along with a front and back 


cover—then distributed to our dealers 
It made the pertect buying guide for 
water heaters, and the cost of the proots 


was Our only major expense It your ads 


it to Kimberly-Clark 


An idea exchange service for 
advertisers and buyers of printing 





are :nformative, it might pay to consider 


using them this way 


dibert Welge 
Rheem Mf New York, N. 


How plastic tears 

wrought mailing magic! 
Gadget" mailings, when carefully exe 
cuted, have often proved to be highly 


effective. For example, our Clubs have 


been partially supported through dona 


tions received in response to letters sent 


out at Christmas. Unfortunately, the 


wns averaged only 3 to 4 So in 
50, a plastic teardrop was attached to 


h letter, and the copy began If a 


tear rolls down the page when you open 


} 


this letter, don’t be surprised, for we feel 


mighty low today etc This device 


brought 15 times as many checks as ever 


before! A follow-up mailing to those 
who didn’t respond, jumped the overall 
total of returns to a whopping 31% ! Use 
a “gadget wisely, and it wei/ pay off ' 
Vince Giesler, Dire 

Old Town-( Chicago, lil 


cago Boys’ Clubs 


Do you have an item of interest? 
Tell it to Kimberly-Clark! 


All items become the property of 
Kimberly-Clark. For each published 
item, a $50 Defense Bond will be awarded 
to the sender. In case of duplicate contri- 
butions, only the first received will be 
Address Idea 
Exchange Panel, Room 110, Kimberly- 
Clark Corporation 


eligible for an award 


Neenah, Wisconsin 


* . * 


As paper is still on allocation, please help 


prevent the shortage trom spreading 


further. And remember — you add crisp 
freshness and sparkling new sales ap 
peal to all printing jobs—at less cost, 
with less waste—when they're done on 
fully-coated Kimberly-Clark papers. Use 


them whenever possible 


Kimberly-Clark Corporation sss wscorsm 


Hifect* Enamel 


Quality Machine-Coated Printing Papers 


Lithofect* Offset Enamel 


Multifect* 
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Industrial Group 


Plating 
Powe 
Power Engineering 
Practical Builder 
Printing Magazine 
Product Engineering 
Production Engineerir 
Management 
Products Finishing ‘ 
Progre sive Architect 
Purchasing 


Quick Frozen Foods 
Locker Plant 


Railway Age (w 

Railway Engineering 
Maintenance 

Railway Mechanical & 
Electrical Engineer 


Railway Purchases & Stores 


Railway Signaling & 
Communications 
Roads & Streets 
Rock Products 


Southern I 

Southern Lumberman 
Southern Power & 
Steel (w 

Supervision 


Telephone Engineer 
semi-rmne« 
Telephony “ 
Textile Industries 
Textile World 
Timberman 
Tool Engineer 

ling & Productior 
Traffic World iw 


Utilization 


Wastes Engineering 


umber Jour 


A 


Water & Sewage Works 


Water Works Engineering 
‘ 


‘iding Engineer 
stern Canner & Pa 
Western Construction 
Western Industry 
Wood Worker 
Woodworking Dige 
4'>x6 
World Oil 
World Pet 


Product News Group 


sin Stor Age 
Admin on Edit 
Con naticr 
Druggist Editions 
General Merchand 
Variety Store Edit 
Grocery Editions 


irtment Store Ex 
est Engineering 


Industry 


ker 


Pages 
1951 1950 Trade Group 
rical Dealer 
al Merchand 


Wholesaling 

plement 
sts’ Review “ 
ueloil & Oil Heat 


Geyer's Topics 
Glass Digest 


Merdware Age (bi-w 
hatchery & Feed 

Hosiery & Underwear Review 
Hosiery Industry Weekly 
Hosiery Merchandising 


Implement & Tractor (bi-w 
implement Record 
Industrial Distribution 


Jewelers’ Circular-Keystone 


Leather & Shoes “ 
l.ingerie Merchandising 
Liquor Store & Dispenser 


Motor 
Motor Age 
Motor Service (4'4x6's 


NJ (National Jeweler 
bi ex7%s 
tional Bottlers’ Gazette 


ce Appliances 
Photographic Trade News 
Plumbing & Heating Business 
Piumbing & Heating Journal 
Plumb é Heating 

whe 
Poultry Supply Dealer 


Progressive Grocer 4 


~ Sheet Metal Worker 
Southern Automotive 
Southern Hardware 
Sporting Goods Dealer 
Sports Age 
Super Market Merchand 


Class Group 


\dvertising Age “ 
10°,4x14 
nerican Funeral Direct 
erican Hairdresser 
an Restaurant 


7x10-3/16 
uw 109,4x15%, 


Store Age 
ntain Restaurant 
nbinatio 


Class Group 


School & College 
Management (9 
School Executive 
Equipment News 


2x11%,4 
School 


Total 2,089 2,069 


Pages 
Export Group 1951 1950 


American Automobile 
overseas edition 
American Exporter 
2 editions 
American Exporter Industrial 
editions 
Antomovil Americano 


Caminos y Calles 
Embotellador quarterly 
larmaceutico 


Hacienda (2 editions 
El Hospital 
Ingenieria Internacional 
“onstruccion 
Ingenieria Internacional 
Industria 
McGraw-Hill Digest 


Petroleo Interamericano 
Fharmacy International 


Revista Aerea 
hoamericana 


Latir 
Revista Rotaria 


Spanish Oral Hygiene 
4-5, 16x7-3 16 38 


51 49 
1,054 1,019 





Includes a special issue 
advertising 


sold as pages 
ve figures must not be 
ted or reproduced without permission 


Contractors & Engineers Monthly 


Hardware Age . 


American Machinist & Product Engineering 





James L. Gilbert 
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Setting this “big wheel” in motion, and keeping 
it turning smoothly, is a job that traces back 
through research and development to the skill 
of the chemists and engineers engaged in instru- 
mentation, contro! and analysis. 











Their work in developing fast, accurate analyti- 
cal tools has given the impetus to the growth 
of these great industries; for without these tools 
it would be neither practicable nor economical 
to put into operation many of the processes which 
exist today. 


The trend to continuous processing — perhaps 
the outstanding technique of the modern era — 
is virtually helpless without present-day control, 
analytical and instrumentation equipment. In 
this achievement of increased capacity with 


ANALYTICAL 
CHEMISTRY 


lower manpower requirements, control, analyti- 
cal and instrumentation equipment play a most 
vital role in maintaining production, product 
quality and uniformity, and the safety of the 
plant. 


In short, the science of analytical chemistry has 
grown far beyond the test tube era, and now 
encompasses such apparatus as mass spectrome- 
ters, electron microscopes, flame photometers, 
x-ray diffraction units, and many other costly 
instruments that have become the stepping stones 
to modern industrial practices. 

















The chemists and engineers who buy and specify 
analytical, control and instrumentation equip- 
ment are dependent upon the fundamental work- 
material offered only by Analytical Chemistry. 














The W orkmagazine for Instrumentation, Control and Analysis 





An AMERICAN CHEMICAL SOCIETY Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 18, N. Y. 
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Your competition 





film market, I found it extremely 
helpful to determine the capacity 
and general levels of output of 
equipment owned by principal pro- 
ducers. You can’t always get such 


information, but frequently you can 


Competitors . . believe it or not, 
can be helpful. Direct conversations 
with them might be termed the 
frontal approach. Of course, this ap- 
proach should be cleared with all 
executives of your company before 
it is undertaken, and all possible 
ramifications should be considered 
(including what the Federal Trad 


ission may think if they hear 


n some industries a tremen- 
ount is to be gained and 
is to be lost through the frontal 
ach. Some time ago in study- 
the radio industry for possible 
by a very large company, I 
frank talks with RCA and Ger 
Electric and was somewhat 
ized by the help which was freely 
vided. The att tude was based on 
fact that they would very 
sizable and 


than a mi 


n the industry 
same attitude is true 
lesser degree ir mé 

lds. Where an industry is 
ng, managements with a broad 
pective recognize that new com- 
on is inevitable and feel that 
s better to have competitors entet 
a friendly well-informed basis 
log 


o foster a dog-eat-dog attitude 


an do serio arm to all ele 
These are the par compe- 
puzzle and ways to put the 
together. Use the ways care- 
and the solution may come 
than you expected. The solu- 
will help you avoid mistakes in 
your own marketing plans and 
sometimes will help you to recognize 


and capitalize on new opportunities 


Marshall N. Terry 


industrial 





Sixth Nati 
Show, Grand 
owe York 


September 
3-7 


10-13 


November 
$-9. . All-Industry 
October se ae. 
14 


Hardware 
Sentral Palace 





LET PF DECALS put new life into your sales picture! Send 
today for the 16-page booklet, DECAL-WAYS TO SALES plus 
samples of PF decals. See the brilliant, true-color reproduction, 
ease of application! And remember, PF decals are tailormade ~ 


special decals can be designed for best service on your products. 


i] 


ecals 


brand your product, 
Sell in cost-free space! 


PALM, F 


art services, consultations and estimates without obligation 


Address Dept. 1M8, 220 West 42 Street, New York 18, N. Y. 


CHTIELER & CO. 


NEW YORK + E. LIVERPOOL, OHIO+ CHICAGO 
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NO OTHER 
CIRCULATION 
GIVES SUCH... 








— 80,000 COPIES MONTHLY! 
INDUSTRY'S MOST DEPENDABLE PRODUCER! 


Sales Sock . . . that’s what I.M.’s got! The wallop of 80,000 circula- 

tion—the heft of 240,000 readers! You simply can’t match, anywhere 

in the industrial magazine field, the power and coverage of this 

proved advertising medium. INDUSTRIAL MAINTENANCE is in a 

class all by itself—the biggest industrial circulation in America, | Photo, art file saves time 
reaching the greatest number — 50,226 plants at the important 
operating level. If you market an industrial product, you can profit 
by telling your sales message to this immens di 

FREE! Write for informative new Brochure, 

“FACTS ABOUT INDUSTRY'S MOST 4. Suppose the print we take is 
EFFECTIVE SALES TOOL!” the last one left for this picture. We 
THE Li FE OF INDUSTRY remove the entire file envelope with 


the negative inside and send it to 











our photographer for additional 
member OF CCA prints. When we do this, we sign 


F out on a pink card, a quantity of 
INDUSTRIAL Mi IN which are kept at the front of each 
3623-27 Filbert St., Philadelphia 4, Penna file drawer 

On the card we put the photo 





number, name of the photographer 








we are sending the negative to and 
the date. We place the card, headed 
For Up-to-the-Minute Market and Media Data | mt om Ms end i plese of the 

| file envelope we have removed 


Anyone else seeking a print of this 


use your 


new 1952 edition of the 


photo will know where the negative 
is and about how soon he can ex- 
pect prints. When the negative and 
new prints are delivered, the pink 


MARKET DATA & DIRECTORY NUMBER, card is returned to the front of the 


file drawer 
INDUSTRIAL MARKETING Suppose, now, that we want a re- 
| touched photo. The retouching is to 


show a workman cutting a miter 














joint on the 12-inch tilting arbor 
saw. Our procedure is different. We 
take these steps: 


S. We go to the retouching index, 
where a proof of every retouching 
we make is pasted on a 5x8” file 
card. The index is by subject, so we 
look for the heading, “Tilted Arbor 
Saw,” and under it find the retouch- 
ing we want. We check the identifi- 
cation number No. 2458 and 
look for it in the retouching file 
where all criginal retouchings and 
other art sce kept 
6. We find the original retouch- 
ing, which is filed by number. The 
retouching is contained in a stand- 
ard file folder with a small orange 
label carrying the identification 
number No. 2458 
right corner 
The folder 
card, in addition to the retouching 
The upper tab of the card carries 
the identification number and a de- 
scription of the retouching. The card 
is used for checking art work and 


at the upper 


contains a pink file 


retouchings in or out of the file 


7. We remove the retouching, fill 
out the card and return it in the fold- 
er. On the card we have placed the 
date and the name of the engrave! 
or photographer to whom we are 
Until the 
retouching is returned, anyone look- 
ing for it in the file will know that 


sending the retouching 


it is cut out and will know where to 
find it 

Maintaining the files under this 
system takes only a small portion of 
the time of one clerical worker. The 
savings in time are considerable for 
all personnel having anything to do 


with advertising production 





Wayne Rives . . | 


Bryce Gray. Jr. . . ! 


Robert W. Schramm . . 





Be HERE when buyers seek information 
about your product 


WOOD WORKING A 
Ns 
HNNUAL DIRECTORY | 


SUI | 


C—O 


@ Sells for you ALL YEAR long at 
low cost 


@ Lists sources of supply 


@ Used as a Buying Guide for sup- 
plies and equipment 


“\ } @ Send space reservation now 


@ Last forms close Sept. 24 





<_< 
BONUS CIRCULATION 


NO CHANGE IN RATE 








53 Years of Service to 
the Woodworking Industry 


mo 


ie 


%\ | 





Advertising is effective. WOOD WORKING DIGEST 
consistently carries more pages of advertising than 


the next 4 publications combined. 


COVERAGE is horizontal coast to coast and 
abrood. Reaches plonts which produce wood or 
use wood as a basic material for further manu- 
facture or supplemental items such as containers 
skids, etc. WOOD WORKING DIGEST is directed 
to men who hove “specifying™ and “buying” av 
thority those with “buy-ability Circulation 
list includes owners, officials, works monogers, su 
perintendents, and engineers. More than 13,000 


copies ore mailed every month 


MARKET the woodworking industry as 
reached by WOOD WORKING DIGEST is com 
prised of monufacturers of: furniture, cabinets, 
fixtures, trailers, truck bodies, implements, boots, 
musical instruments, caskets, containers, millwork 
lumber, dimension stock, patterns, turnings, vene 
tien blinds, prefabricated hovuses, aircraft, ply- 
wood, veneer toys wood specialties sports 
equipment, novelties, etc 

These plants use such diversified items as wood 
working machinery, safety equipment, air com- 
pressors, adhesives, materials handling equipment, 
abrasives, cutting tools, containers, shipping rein- 


forcements, steel strapping, finishes, fillers, power 
equipment, sows, printing equipment, small tools, 
insurance, lumber, plywood, veneer, lighting fix- 
tures and a hext of other products 


EDITORIAL content is geared to the needs 
of the industry. Articles have “know-how” writ- 
ten by practical men who are well acquainted 
with the field, its problems AND the answers! 
Besides feature articles, EACH issue of WOOD 
WORKING DIGEST contains sections devoted to: 
Veneer and Plywood, Woods, Finishing, Safety, 
Whot's New, Industry Notes. New Literoture, Buy- 
er's Service, Products Index and Lote News 





Plus-Values for Readers 
and Advertisers 


Carries more pages of editorial mate 
rial than any other paper in the industry 
Lowest cost per |,000 circulation 
Produces profitable results for its adver- 
tisers 

CCA audited. First business paper with 
controlled circulation 











WOOD WORKING DIGEST 


A HITCHCOCK PUBLICATION 


HITCHCOCK PUBLISHING CO. 


WHEATON , ILLINOIS 





Brings your prospects 
to you 


Enables you to actually 
demonstrate your products 


Renews customer contact 


Introduces new products 
quickly 


Establishes contact 
with people your 
salesmen can't reach 


Produces inquiries 
and leads 


Builds sales organization 
confidence 


Establishes your firm 


Enables you to broaden 
your sales organization 


One of the most trying times any company can go through 
is when it is “sold out”. 


With nothing to sell, contacts with customers and 
prospects inevitably lag, morale of the sales 
organization weakens, worries mount as to what 
you will do “when the rush is over”. 


There is a simple answer to all this—the exposition which 
covers your and your customers’ trade or industry—the 
one time and place where your customers and prospects 
will come to see YOU. 


By exhibiting, you renew and maintain your cus- 
tomer contacts, you can discuss ‘future business’, 
you maintain and rebuild morale in your sales 
organization, you keep your company and your 
products ‘sold’. 


The one time you should nof fail to exhibit is when you 
have “nothing to sell”. 


NATIONAL ASSOCIATION OF EXHIBIT MANAGERS 


7391 Euclid Avenve . Cleveland 3, Ohio 





NIAAA 


Chapter activities 
of the National Industrial 


Advertisers Association 


vg 





/ 


National headquarters ° 
John F. Apsey. Jr.. president 
Biaine G. Wiley. executive secret 


First official report on ad research foundation 


Structure and regulations 
of new ad research body 
is outlined by NIAA 











® NEW YORK The biggest problem 
facing industrial advertising men to- 
day is this 

How can we prove that our adver- 
tising program is as effective, as eco 
nomical as we can make it? 

We've accumulated a tremendous 
amount of data to answer this ques- 
tion. But each new report reveals 
how much more we have yet to 
learn 

Worse yet, much of the available 
research information is not directed 
to the 


when it is, all too often the reports 


industrial advertiser. And 
are so limited in scope that only a 
small percentage of us can really 
make use of them. What we need is 
industrial advertising research, so 
broad in scope that most of us can 
use it. 

Here are some questions that have 
never been satisfactorily answered: 
What are the most effective units of 
space for industrial ads? What are 
the most effective types of industrial 
exhibits? What is the relationship, 
if any, between inquiries, reader- 
ship, and sales? What are the best 


ways to determine an advertising 
budget? What are the most effec- 
tive industrial advertising media? 
How effective is industrial adver- 
tising in foreign markets? 

If you had the answers to such 
questions as these, you couid un- 
doubtedly save thousands of dollars 
every year. Management would have 
a much better understanding of, and 
more confidence in industrial adver- 
tising if they had solid proof of the 
job it does 

But have ydu ever 
full-scale research project of your 
own? The cost can be appalling. Re- 
call the study produced by the 
United States Steel Co. several years 
ago, “The Effectiveness of Trade 
Paper Advertising.” That study cost 
nearly $10,000. The famous “Repeat 
Ad Study,” sponsored by NIAA cost 
$15,000 

Obviously, a continuing, full-time 


launched a 


advertising research program is be- 
yond the means of all but a very few 
advertisers. We simply have to leave 
the job up to an organization that 
has the ability and the finances. 

We have already proved that 
NIAA can conduct a sound research 
program. For example, the “Repeat 
Ad Study” is one of the most widely 
publicized projects ever conducted. 
Almost every industrial advertiser 
has saved hundreds or thousands of 
dollars in production costs because 
of this study. 

Unfoitunately, of the 
NIAA research committees can de- 
vote only a small portion of their 
time to the job, since their first re- 
sponsibility is to the companies that 
employ them. What we need is a re- 


members 


search co: ganization that can stand 
on its own feet and give us the solid 
information we need to do an ever- 
better job of advertising and public 
relations. 

So NIAA has established the In- 
dustrial Advertising Research 
Foundation. It will be a part of 
NIAA .. owned by NIAA but its 
management, activities, and funds 
will actually be controlled by the 
contributors to the foundation 


How It Will Be Organized . . Con- 
tributors to the foundation will elect 
six trustees. Two of these trustees 
will be elected each year for a three< 
year term. The president of the as- 
sociation will automatically serve a 
one-year term as a trustee concur<9 
rently with his tenure of office ag 
president. The board of trustees will 
annually elect its chairman, from its 
own group. 

Approval by the NIAA board of 
directors will be required for the 
annual budget submitted by the 
trustees of the research foundation. 
The board of trustees will employ a 
full-time director of research . . of 
high caliber . . and the necessary of- 
fice staff. 

The funds contributed to the 
foundation will be held by NIAA 
and will be jointly in the custody of 
the director of research and the sec- 
retary-treasurer of the association. 
Funds shall be deposited to the 
credit of a separate NIAA Research 
Foundation account and all book- 
keeping shall be separate and dis- 
tinct from association bookkeeping. 
Each contributor will receive from 
the association an agreement cer- 


ntinued on page 106 
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. . yromoter and jack-of-all trades, Mr 
Eight chapters elect new presidents oii Sarted as a sales representa- 
tive for a Colum- 


Boston promotes Peterson; He left Goodrich in 1945 to become bus radio station 


rsonnel director at Pneumatic and He did free lance 
Smith, Farran, McWade elected eS Ca . . — S 


appointed advertising manager work for such 


®@ BOSTON Kendall M. Peterson 1e same vear. He is editor of “Pack varied accounts 

who left behind him 12 years of re- P g.” company external publica- as a diaper serv- 

tail sales and sales training to be- 1, which features picture-caption ice and a paint 
manutacturer 

He served 

the Technical Advertising Associ: r on occasional tours of custom- — briefly as person- 

tion of Bostor ers throughout the country al aide to Gov. John W. Bricker, then 


Mr. Peterson. who is advertising Other new officers of TAA. Bos- became a Navy officer during the 
war. Afterwards he served succes- 


come an industrial advertising man- ori of customer installations 


ager, has been elected president ol Notes and pictures are taken by the 


manager, Pneumatic Scale Corp ton chapter of the National Indus- 

Quincy, Mass., began his career in trial Advertisers Association, are sively as account manager of Owens- 

retail selling after getting an educa- Edmund G. Greene. Monsanto Corning Fiberglas Corp., Toledo, and 

tion at Boston University and Bent- Chemical Co.. Merrimac Div.. vice- advertising and sales promotion man- 
ley School of president; Frederick S. Britton, Ad- ager of Philip Carey Co., Cincinnati, 
Accounting and Service. secretary: and George F before taking his present job at Nu- 

Finance. The re- McRoberts, Whitin Machine Works Tone 

Mr. Smith wes chairman of 


culminated in CIAA’s third annual Ohio Valley 
six vears at B. F Cincinnati Industrial Advertising Conference, 
Goodrich Co ® CINCINNATI Frank J. Smith. ad- which drew a record 165 midwestern 
4 where he was a vertising director, NuTone, has been advertising men last April. Other 
: the Cincinnati officers elected included C. W. Tuni- 


tailing career treasure! 


retail store man elected president of 

ager and later Industrial Advertisers Association son, Foy Paint Co., first vice-presi- 

field personnel trainer in the New After working his way through dent; G. L. Service, Venable-Brown 
England area Ohio State University as a salesman Co., second vice-president; and G 
L. Ulfers, McRae’s Blue Book, sec- 


retary -treasurer 


: . rea Cleveland 
How industrial advertising ® CLEVELAND . . Charles Farran, vice- 
president, Griswold-Eshleman Co.., 
o has been elected president of the 
Ci1 O Industrial Marketers of Cleveland 
Mr. Farran, who is account execu- 
tive for B. F. Goodrich Co. truck 
tires division and Addressograph- 
series of case Multigraph Corp., has been with 
i teenies Griswold-Eshleman for 23 years 
He landed his first job as copy boy 
at United Press, held a brief tenure 
in the advertising department of 
Chandler-Cleve- 
a request for inst illation data. The land Motors 
subordinate received installation lit- Corp. and joined 
erature from us, studied it and talk- Griswold-Eshle- 


ed his boss into trying steel win- $ man in 1928 as a 


By Don Poor 


dows on three homes opywriter. He 
Now this builder uses our win- later served suc- 
dows on all his homes, and features cessively as ac- 
the windows in advertising to pro- — count executive 
tive buyers. Total sales to this ihe assistant secre- 
8 A group builder in the Chicag one builder are already 15 times the tary-treasurer and vice-president 
area consistently refused to buy f our ad space He is past chairman of the Cleveland 
steel windows Goes to show people resist what chapter of the American Association 
One of his subordinates sent us ¢ they are not familiar with people of Advertising Agencies 
coupon, clipped from our ad it ure receptive to what they know Other new officers include Ken- 
building magazine. The coupon wi: about and can use profitably neth L. Ede, Fuller & Smith & Ross 





vice-president; Lloyd H. Weber, 
New Equipment Digest, associate 
vice-president; and W. S. Leech, G. 
M. Basford Co., secretary-treasurer. 
Central Ohio 

® COLUMBUS W. H. Kight, presi- 
dent, Kight Advertising, has been 
elected president of the Central 
Ohio Industrial Marketers. 

He announced that the chapter's 
first action next year will be publi- 
cation of “News Letter,” 
ly chapter newspaper. 
he said, will be 
membership. 

Mr. Kight founded his own agency 
in 1933 after serving as advertising 
manager, Pennsylvania Rubber Co., 
Jeanette, Pa. Previously he had 
worked on the Westinghouse ac- 
count for Fuller & Smith & Ross and 
wrote copy on the Philco account for 
F. Wallace Armstrong Agency, Phil- 
adelphia. He graduated from Ohio 
State University in 1924 

Also elected were Glenn C. Baker, 
Ruby Chemical Co.., vice-president; 
Robert Hitchcock, Surface Combus- 
tion Corp., secretary; and Warren 
Berry, Jaeger Machine Co.., 
urer 


new month- 
Major goal, 
to double chapter 


treas- 


St. Louis 
® st. tours . . The Industrial Mar- 
keting Club of St. Louis has elected 
William H. Pfaff, account executive, 
Arthur R. Mogge, Inc., as president 
Mr. Pfaff free-lanced as a com- 
mercial artist for 13 years before 
joining Arthur R. Mogge as a layout 
man and production manager. He 
has served as vice-president and 
program chairman of IMC 


Chicago 
% cuicaco .. Carl McWade, advertis 
ing manager, Skilsaw, has been 
elected president of the Chicago In- 
dustrial Advertisers Association. 

Mr. McWade has been with Skil- 
saw since 1947. Before that he was a 
lieutenant-colonel in the Army 
where he directed purchase, storage 
and allocation of petroleum supplies 
in the West Coast area. He gradu- 
ated in engineering education at the 
University of Oklahoma and was 
once advertising manager of an oil 
industry equipment distributor in 
Dallas 

Other new officers are William E. 


set-acquainted dinner 
at NIAA’s 29th annual 
»onference. From left 
Bernard Dolan, Peter 
"rasse Co Inc 

atie, Anacon 
merican Brass, 
Schuckle, 

rtising 

Schuckle. 

>. Wiley 

executive 

NIAA; Mrs 

Mr. Witt 


and 


Geidt, Inland Steel Co., H. A. Coun- 
tryman, Crane Co., and Gordon 
Mack, McGraw-Hill Publishing Co., 
vice presidents. Quinten Kenny, ad- 
Lindberg Engi- 


was re-elected secre- 


vertising manager, 
neering Co 
tary-treasurer. 


Dayton 
® payton . . Charles Bruner, Master 
Electric Co., was elected president 
of the Miami Valley Industrial Mar- 
keters for 1951-52. 

Other officers elected were E. B. 


ABC 


a mi 
| 


W. A. Wolff, Western Electric 
Co., New York, was elected presi- 
dent of the National Industrial 
Advertisers Association at its fifth 
annual convention in Philadelphia. 
Mr. Wolff, former president of the 
Technical Publicity Association, 
New York, succeeded Bennett Chap- 
ple, American Rolling Mill, Middle- 
town, O. 


Awards .. According to the exhibit 
committee, 420 panels of industrial 
advertising were displayed. The 
sterling silver cup for the best ex- 
hibit, presented by INDUSTRIAL MAR- 
KETING, went to Link-Belt Co., Chi- 


Gray, Buckeye Iron & Brass Works, 
James Metzger, 
secretary; and Vern 
Colorplate Co., 


vice-president; 
Duriron Co., 
Gilbert, Wayne 


treasurer. 


Les Angeles 
® LOS ANGELES J. L. Quisenberry, 
Axelson Mfg. Co., has been elected 
president of the Industrial Advertis- 
ers of Southern California. 

Other officers elected were D. O 
Hanson, Oil & Gas Journal; Clar- 
ence Davenport, McCarty Co.; How- 


ath 


RIAL MARKETING 


cago, for its exhibit of ads, catalogs 
and direct mail. This was the second 

time Link-Belt won IM’s cup. 
Warner & Swasey Co., machine 
tool manufacturer, Cleveland, won 
the McGraw-Hill Publishing Co. 
cup for the best campaign exhibit. 
Niles-Bement-Bond Co., New York, 
took Penton Publishing Co.’s prize 

for the best business paper ad. 
The president’s silver cup, pre- 
sented by Bennett Chapple to the 
chapter with the most exhibits, was 
won by the Milwaukee Association 
of Industrial Advertisers, who used 
an identification device on all exhib- 
. black panels with red borders. 
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Marmon Products, all 
vice-presidents; and Fred Stiefler, 
Bethlehem Pacific, secretary, and T 
R. Colville, Jackson Co., 


treasurer 


ard Carlson, 


Byron 


Ad research foundation 





tifying that funds contributed to the 
foundation will be used for no other 
purpose than for the operation of 
the Industrial Advertising Research 
Foundation 


How projects will be chosen . . 
Projects may be recommended by 
NIAA members via their own re- 
search committees, or they may be 
recommended direct to the board of 
trustees by contributors to the 
foundation. The trustees will care- 
fully review and analyze these rec- 
ommendations, and turn approved 


f 


projects over to the director of re 


acead 


search for executior Most of the 
i 


actual research work will be p 


with independent research ynsult 
ants, well-qualified to handle the 


In other words, the 


search and his staf! 


Ley 


supervising the independent re- 
search agencies who do the work. 
That way, NIAA can be sure that 
the data is gathered and interpreted 
in a manner that will be most useful 
to members 


Type of projects . . Projects must 
mect two requirements They (1) 
must be of broad interest to the 
NIAA membership and (2) must 
have early and practical use 


How reports are distributed . . 
Reports will be free to all contrib- 
utors and members of NIAA. They 


will be sold to others 


Probable Cost . . We have estab- 
lished an annual budget of $75,000 
This will cover salaries, office ex- 
of course, all 


pense, and primarily, 


costs of the research projects as- 
signed to independent research or- 


ganizatvions 


Financing . » Every company whose 
members of NIAA 
vill undoubtedly wish to participate 
work of the found- 


iployees are 


in supporting the 
on each year 
However, NIAA solicits contribu- 
yns to be paid annually for a period 
three years to assure continuity 


f the research activity 


NIAA prefers many smaller con- 
tributions to a few large ones. That’s 
the best way to insure projects of 
broad interest to all members. 


How much you should give . . Ac- 
tually, you must use your own yard- 
stick. It has been suggested that 
0.5% of your industrial advertising 
budget is a reasonable contribution. 
Some contributors may prefer to 
give a lump sum each year . . $250, 
$100, $1,000 or $2,500 depending 
upon their evaluation of the benefits 
they may expect to enjoy as partici- 
pants in the foundation’s work 

Just bear in mind that no matter 
how much you give, you are almost 
times that 
amount when you apply the results 
results that will 


certain to save many 
of this research 
be gathered especially for you, the 
industrial advertising men of the 
world 

[For further information, write 
National Industrial Advertisers As- 
sociation, 1776 Broadway, New York 
19, N. Y.] 


Biggest registration . . 





>" kike planners of fine 
bpititing, the sea gets its way. 
, ne »ing breaker can 
“ ire aspect of things 
=. Tikegpe erful pogtfote “2% 


if waves weltePBEUlders 


consistent, 


e 











Offset-Litho 

HLARTS LITHO Gus 

ZENAGLOSS OFFSET 

™% . ~~ > ne a yn 22 ‘4 > 

I au MPP CATSKILL bHTHOWC. 1S 

ee Be Oe ~ CATS OFFSET G25 

ESOpws POSTCARD Guas. 

yt . 











Checklist: 11 ways 


to get new product ideas 


By W. J. Joyce. Jr. 


® your company, if it is like most 
manufacturers, likes to add a new 
product if a good market offers itself 
and if manufacturing and distribu- 
tion costs can be low enough to as- 
sure a reasonable price and a good 
profit 

But a new product with all of those 
qualifications won't come to you un- 
less you seek it actively and contin- 
uously. How can you conceive new 
product ideas? One way is by sheer 
inspiration. A more reliable way is 
to keep digging in these sources 


1. Salesmen, Servicemen . . Often 
a prolific source, these men are in a 
position to know what their cus- 
tomers want, and what competitors 
are offering. Salesmen and service- 
men sometimes go astray by conceiv- 
ing “specials” that fit one customer's 
needs, but don't have wide applica- 
tion. Guide them accordingly 


2. Research Employes . . Not 
their technical 
knowledge of your company’s prod- 


only because of 


ucts but because of constant study 
of technical publications and con- 
tacts with other technical men, re- 
search employes can be expected to 
keep abreast of developments in the 
field and to come up with original 


ideas 


3. Other Employes . . The sug- 
gestion box is not to be overlooked, 
usually as a source of new processes 


and methods, if not for new products 


4. Executives and Directors . . 
Because of their contacts with other 
tinancial interests, 
these men, if on the alert, can be a 
good source of new product ideas 


industries and 


5S. Customers . . Small customers 
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usually submit their ideas to sales- 
men or directly to the research de- 
partment. They are not ordinarily 
a good source of ideas for new prod- 
ucts having wide application. Large 
customers can be a good source, but 
only if they are actively solicited. 
Such solicitation should be made by 
sales or research executives. 


6. Trade Associations . . This 
source is useful when members of an 
association are willing to cooperate 
in a new development so big that 
no one company can afford it alone 
Such research and development pro- 
grams have been carried out suc- 
cessfully by trade associations faced 
with a major threat from another 
industry 


7. Government Bureaus . . Some 
bureaus like the Bureau of Stand- 
ards and the Atomic Energy Com- 
mission can be sources of new and 
important technical information 
Consult them and study their lists 
of patents available on a free li- 
cense basis 


8. Research Institutes . . Univer- 
sities and research institutes are ex- 
cellent sources of new product ideas, 
particularly when the problem in- 
volves the investigation of a specific 
field. They usually offer a wide 
choice of working arrangements with 
industry, varying from a continuing 
fellowship to an inexpensive and 
specific short-term assignment. 


8. Inventors, Engimeers . . The 
independent inventor who has not 
mace a successful profession of origi- 
nating new products is a notoriously 
poor source. But his ideas should be 
considered carefully, from a public 
relations standpoint as well as to 


avoid missing that “one in a million.” 
Don’t solicit him. 

On the other hand successful in- 
ventors, consulting engineers, and 
promoters can be excellent sources. 
A manufacturer should inform all 
such persons of his acquaintance that 
he is actively seeking new products. 


10. Foreign Sources . . Presum- 
ably a manufacturer’s foreign repre- 
sentatives keep him informed of 
technical developments in which he 
might be interested. Also, individuals 
and companies in New York and 
other large cities make a business of 
locating and promoting new products 
obtained from foreign sources. Their 
services can often be helpful 


11. Survey Organizations . . 
Many management engineers will 
take assignments to locate suitable 
new products. The sources they in- 
vestigate will ordinarily be those 
discussed here. Whether a manufac- 
turer conducts the new product 
search himself, or engages an out- 
side organization to do it for him, 
he should be governed by the per 
sonnel available for the job and the 
time required 





Unveiled . . This black-and-white page 
ad, using photographic technique unusual 
in the trade pres is introducing a new 
line in for Royal Metal 
Mig. C hicago maker of metal furniture 
for commercial use. The ad will run in 
Hospital Management, Hospitals, Modern 
Beauty Shop, Modern Hospital and Office 


Appliances 





WORKBOOK FOR ENGINEERS 
OF THE CHEMICAL PROCESS INDUSTRIES / 


eA GIs) soot CHEMICAL ENGINEERING 





“FOR A PERIOD OF THIRTY-S/X UNINTERRUPTED 
| years. CHEMICAL ENGINEERING uns carrie 
OUR SALES MESSAGE TO THE READERS WE WANT TO 
| REACH IN THE CHEMICAL PROCESS INDUSTRIES.” SAYS 
F.J. BARTHOLOMEW. saves executive. 
CHEMICAL CONSTRUCTION CO.tue eecorp 


SPEAKS FOR ITSELF... WE'VE BENEFITTED IMMEASURE- (< 7 A ae 
ABLY BY THE ASSOCIATION.” \'e? 





/T PAYS 
70 ADVERTISE 
INC.E. / 
WHERE THE AUDIENCE 
PAYS TO SEE You: 
MORE PRODUCTION 
ENGINEERING... PLANT 
_ OPERATING MEN PAY 
TOREAD CLE. THAN 
BMY OTHER PROCESS 
— PUBLICATION... MEN 
> WHO BUY AND SPECIFY 
ENGINEERING SERVICES, 
MATERIALS AND 
EQUIPMENT. 





® 4 BIG SALES TARGET 
..FOR ENGINEERING AND 
CONSTRUCTION FIRMS. THIS YEAR 
AN ESTIMATED $5. B/LL/ON 
WILL BE SPENT FOR NEW PLANTS 
AND EQUIPMENT IN THE CA/..... 
BIGGEST CAPITAL OUTLAY IN ALL 
INDUSTRY / 
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A McGrew-Hill Pubbicetion 
330 West 42nd. Street, New York 18, N.Y. 
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News 


of industrial sales and advertising 


Finish $65,000 readership study 


McGraw-Hill tells results; 
show that 42,878 business men 


read busi papers the most 





A study of 42,878 ad- 


ministrative, production and other 


8 NEW YORK 


industrial personnel shows that 
they are reached at lower cost by 
business paper advertising than by 
any other media 

The $65,000 readership study was 
conducted jointly by McGraw-Hill 
Publishing Co. and 18 industrial ad- 
vertisers 

Results showed that company “A” 
can buy a page in 19 business papers 
at a total expenditure of $10,426 to 
reach 87 
the survey. But company “A” 
spend $11,760 for a page in an un- 


named consumer magazine to reach 


of the men reached by 
must 


19%, of the men reached by the sur- 
vey 
The average number of publica- 
tions read per man was 5.2 
Respondents were asked what pub- 
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lications they read. Business papers 
led the field in number of mentions. 
Of 224,625 mentions, 62% were of 
business papers, 31° for consumer 
publications, 0.5% for farm papers 
and 6.5% for miscellaneous publica- 
tions not listed by Standard Rate & 
Data Service 

The study was based on a ques- 
tionnaire mailed to 198,837 execu- 
tives, from whom 42,878 replies came 
in for a 21.6% return. Respondents 
named 2,876 publications 

Respondents listed their titles, de- 
partments and job responsibilities on 
the questionnaire. A breakdown of 
replies by job function showed: ad- 
ministration, 10,928 replies; produc- 
tion and operating, 12,951; plant 
services, 5,932: product design, 2,- 
161; purchasing, 7,639; sales, 2,569, 
and others, 698 

Paul Montgomery, 
president of McGraw-Hill’s publica- 
tion division, said that, because pre- 
vious readership studies have cov- 


senior vice- 


ered only a few industries or func- 


tions within industry, the current 
study was undertaken to fill the 
need for an industry-wide study. 
McGraw-Hill enlisted the participa- 
tion of the 18 advertisers to help 
validate the study 

Each of the companies assigned 
one or more men to check all clas- 
sifying and tabulating methods. Out- 
side authorities, such as Archibald 
M. Crossley of Crossley Inc. and Dr. 
Raymond Franzen, consultant on 
statistical research, were retained to 
check methods and validity of the 
study. All replies went to the adver- 
tisers who tabulated their own re- 
turns before turning them in to the 
McGraw-Hill research department, 
under supervision of Jack Spurr 

Mr. Montgomery said that “the 
findings of this record-breaking 
study underscore these truths: 

“1. That business publications pro- 
vide tremendously effective cover- 
ace of American industry; more com- 
plete and more economical coverage 
than is provided by any other type 
of periodical 

“2. That the selection of one or 
two leading business publications 
in each field provides surprisingly 
complete coverage of each industry 
or function; dominant 
advertising in the pages of the lead- 
ing publications therefore represents 
the most effective investment of ad- 
vertising dollars 

“The only information that Mc- 
Graw-Hill Publishing Co. plans to 
release,” Mr. Montgomery empha- 
sized, “is the factual data on which 
these statements are based. We do 
not plan to give out data which in- 
cludes the names and standings of 


consistent, 


individual publications. 

“The reason for this policy is that 
we feel the fundamental objectives 
of the study will be lost sight of, and 
its influence on marketing and man- 
agement men in industry minimized, 
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JUST ASK 
THE SMIS° 


lhe vital, top-priority meat 
industry is the most stable 
market for products and serv 


ices of merit. 


This gigantic, multi-billion 
dollar industry is one of the 
nation’s best and biggest cus 
tomers, buying thousands of 


different items regularly 


To acquaint important meat 
industry men with the facts 
you want them to know about 
the products you sell, tell that 
story in the National Pro 


vVisioner. 


These men read The Pro- 
Visioneer every week They 
depend on The Provisioner 
for helpful, necessary infor 
mation available from no 


other single source. 


And, for sixty vears, the 
SMIS* have relied on The 
Provisioner as the most effec 
tive sales promotion help they 


could employ. 


Ask any SMIS* 
The National Provisioner for 


or write 


sales information about the 
tremendous market in the 
meat industry for the products 


and services you sell. 





*SMIS IS USED AS A SHORT 
QUICK WAY TO SAY 


Successful Meat Industry 
Suppliers 








The 


NATIONAL 


Pp Nd 


THE MEAT INDUSTRY'S MAGAZINE 
15 WEST HURON STREET 
CHICAGO 10, ILL. 
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if it becomes the basis of competitive 
struggles between individual busi- 
ness publications.” 

McGraw-Hill has produced a slide 
film titled “New Yardsti ks of Media 
Value” which was shown at the Na- 
tional Industrial Advertisers Asso- 
ciation’s New York convention 

Each McGraw-Hill office has 
records and film available for show- 
ings at local NIAA meetings and for 
other groups in the field, Mr. Mont- 
gomery said 

For other groups in the advertising 
field that may be interested, Mc- 
Graw-Hill is preparing a booklet 
for publication this fall which will be 
distributed at group meetings where 
the film may be shown 

Companies which participated in 
the survey include: Aluminum Co 
of America; Black & Decker Mig 
Co.; Brown & Sharpe Mfg. Co.; Crane 
Co.: Dodge Mfg. Corp.; General 
Electric Co., apparatus dept.; Good- 
year Tire & Rubber Co., mechanical 
rubber goods div Harnischfeger 
Corp.; Hyster Co.; P. R. Mallory & 
Co.; Minneapolis-Honeywell Regu- 
lator Co., Brown Instruments Div.; 
Socony-Vacuum Oil Co.; Union Car- 
bide & Carbon Corp., carbide & car- 
bon chemicals, electro metallurgical 
division; Linde Air Products Co.; 
US. Steel Co., and Westinghouse 
Electric Corp., apparatus div 


Public Relations Program . . 
ra nsecutive first-place aqwarda 


3@ Shield’s annual nationa 


Death takes industrial ad 
pioneer Walter Dunlap at 71 


® MILWAUKEE Walter F. Dunlap, 
71, pioneer advertising executive 
and a founder of Klau-Van Pieter 
som-Dunlap Associates, Milwau- 
kee agency, died June 24 

Mr. Dunlap landed the agency’s 
first account in 1908, when he was 
president and general manager. The 
account, Harley Davidson Motor 
Co., which that year had an appro- 
priation of $475, still is served by 
the agency. The agency since has 
expanded to 80 accounts, including 
many industrials, and ranked tenth 
last year among the nation’s agen- 
cies in volume of advertising placed 
in business papers 

Born in Princeton, Wis., Mr. Dun- 
lap was educated at Wayland Acad- 
emy, Beaver Dam, Wis. During his 
advertising career, he became an ex- 
pert in business forecasting 

Active in the agency’s operations 
until his death, he was the last of the 
three founders. Gustav Klau died in 
1932 and Anthony Van Pietersom in 
1940 

Frank V. Birch, former executive 
elected 
president of the agency. Allan R. 
McGinnis has been named treasurer 
and will continue his duties as ex- 
ecutive vice-president 


vice-president, has been 


1, manager 
tor, Hos 
n, informa 


Telephone 








3. FTC sent Commissioner Stephen 
Spingarn to try to convince House 
committee members that S719 takes 
the anti-trust laws back to pre- 
Kobinson-Patman Act days 

Mr. Spingarn, a former White 
House assistant, said there is nothing 
inherently wrong with freight ab- 
sorption, delivered prices or meeting 
competition, unless there is a “severe 
restrictive effect on competition.” 

In adopting the Robinson-Patman 
Act, he contended, Congress recog- 
nized that small business needed 
protection from the “good faith” de- 
fense. 

“To reaffirm the good faith pro- 
viso as a complete defense, regard- 
less of she effects which may flow 
from discriminations, again raises 
the anomaly of monopoly power 
being permitted to use the same 
weapons to maintain itself that are 
denied others for fear of creating 
monopoly,” he argued. 


Reise for Executives . . Salary 
Stabilization Board is digging into 
the problem of increases for execu- 
tives and salesmen. Dr. Raymond 
B. Allen, board chairman, says ex- 
ecutives will not be given preferen- 
tial treatment over wage earners, 
but that flexibility “essential to 
the incentive system of manage- 
ment” .. should be preserved 

The salary board will appoint 
panels of business men to dig into 
such problems as salesmen’s com- 
pensation, pensions, fringe benefits, 
bonuses, stock options, merit in- 


creases and ingrade promotions 





Russell T. Gray. Inc. . . 


Robert W. Engbring . . has been 


A. H. Borchardt . . | 
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HOW 


to get maximum 
merchandising impact 


from your advertising 


When properly merchandised to the right people, 
business paper advertising pays off in stronger 
advertising results. 

Three practical plans for increasing the impact 
of business and industrial advertising campaigns 
are discussed in a recently released 12-page 
McGraw-Hill booklet, “‘Merchandising Your Ad- 
vertising.”’ It’s yours for the asking. 


McGRAW-HILL 
PUBLICATIONS 


330 West 42nd Street, New York 18, N. Y. 
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McGRAW-HILL dumm 
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Another reason why 
“Construction 
Equipment: 


UNDUPLICATED CIRCULATION... 
One of the big reasons why Construction 
Equipment is a favorite with advertisers 
is the fact their advertising messages are 
reaching a vast number of equipment 
buyers not presently being reached by 
any other single publication in the heavy 
onstruction field 

A study by a national research organiza- 
tion proves that two out of three readers of 
Construction Equipment are not reached 
by any other single publication in the 
heavy construction field. A copy of this 
tudy is available on request 

These readers are important buying 
sources. They are hand-picked by over 
825 construction equipment distributor 
salesmen who act as our “circulation 
force."” These men know who the impor 
tant buyers are, and where to find them 
They pay for the sending of Construction 
Equipment to buyers they have identified 
Why not make sure you are tapping this 
vast market potential reached by no other 
magazine’? We will be glad to send you 
all the details of how Construction Equip 


ment can help 


CONSTRUCTION EQUIPMENT 
America’s fF feat Grow Trade Magazine 


Tinnerman documents results 





entage of cost of unit and percent- 
age of cost of assembly. Other ques- 
tions 

2. How many Tinnerman parts per 
unit? 

3. How many parts were replaced 
(itemize)? 

4. Was any equipment eliminated? 

5. Cost of eliminated equipment? 
Other savings or advantages? 

6. How much floor space was re- 
duced for assembly operation? 

7. How many assemblers released 
for other duties? 

8. Did flexibility of applying 
Speed Nuts permit better produc- 
tion line balance, thereby overcom- 
ing inherent delays and increasing 
production? If so, what was the in- 
crease? 

9. What percentage of shipping 
damage was eliminated? 

10 What percentage of damage on 
assembly line was eliminated? 

ll. What are estimated savings re- 
sulting from originally designing 
Speed Nuts into a completely new 
product? 

12. Name of person who will attest 
to above figures? 

13. Name of person to whom we can 
submit final layout of ad for his 
written approval? 

Occasionally agency personnel ac- 
companied the field 
calls to assist in the fact gathering 
The result of this questioning was 
case-history backlog that 


salesmen on 


a bulky 
Tinnerman says will continue to be 
replenished by salesmen 

A “by-product” result came from 
the process of submitting ad copy 
and layout to the customer for ap- 
proval before his case history is 
used. The approvals are handled by 
the salesman . . a practice that gives 
him an additional reason for com- 
municating directly with key per- 
in the customers’ plants 
1950, 


launched its case--history 


sonnel 

In January Tinnerman 
campaign 
in 20 business publication? and news 
magazines. This had been preceded 
by a trial run late in 1948 and an- 
other in 1949 


ind refined 


somewhat expanded 


Four horizontal groups of indi- 


industry who influence 


duals 


purchasing of fasteners were aimed 
at: management, via Business Week, 
Fortune and Newsweek; engineers 
and production men, via Iron Age, 
Modern Industry, Production Engi- 
neering & Management and Steel; 
designers, via Design News, Electri- 
cal Manufacturing, Product Design 
& Development and Product En- 
gineering, and purchasing agents, via 
Purchasing News and New Equip- 
ment News 

And five different industries got 
it from these vertical publications: 
Aviation Week, Detroit Super- 
charger, Finish, Modern Plastics, S- 
AE Handbook, SAE Journal and 
Stove Builder 

To heighten identification, all ads 
had a distinctive but identical for- 
mat 

One company problem was an im- 
pression in a segment of industry 








that the only Speed Nut was the 
standard, flat type. To correct the 
impression, subdued line drawings 
of varied types of the company’s 
fasteners were included in the back- 
ground of every illustration. 

Each ad included an offer of a 
booklet, entitled, “Tinnerman Speed 
Nut Savings Stories.” The booklet 
is a collection of all ads from the 
campaign, each ad a separate case 
history of cost reduction data for the 
buyer of fasteners. The first ad in 
the 1950 campaign, reproduced in the 
booklet, is headed, “We put 73 Speed 
Clips ‘on the shelf’ and saved 67% of 
assembly cost.” 

A novel sales promotion aid tying 
in with the campaign was a folded 
printed for 


calling card company 





salesmen. The cover, printed in two 
colors, carries a format similar to 
the ads and to the cover of the “Sav- 
ings Stories” booklet. The format 
also was carried through in the com- 
pany’s industrial show exhibits 


Inquiries .. are channeled through 
the advertising department, which 
records name, title, address and 
publication involved and sends the 
inquiry on to a sales supervisor. The 
supervisor sends a personal letter to 
the respondent and turns the inquiry 
over to a salesman for follow up. The 
respondent's name, if it belongs, is 
added to the mailing list, which is 
used for a direct mail campaign, in- 
cluding reprints of publication ads 

Among the benefits that manage- 
ment credits partly to advertising is 
a high acceptance of the product. A 
mailed-questionnaire survey by 
Purchasing News of 231 purchasing 
agents in key metal working plants 
posed the question: “If you were 
buying this product or service today, 
which manufacturers would you 
consider?” A list of 75 types of prod- 
ucts and services followed, including 
“engineered fasteners.” Tinnerman 
led the field in percentage of men- 
tions for this type of product. The 
results: Tinnerman, 29.3°%; Com- 
pany A, 28°; Company B, 14.7%; 
and Company C, 6.6% 


To permit . . management an easy, 
periodic check of advertising and its 
results, a library of exhibits is main- 
tained, including a bound volume 
with acetate envelopes for inserting 
ad reprints and direct mail samples 
Management holds a quarterly re- 
view meeting with the advertising 
staff to keep informed and to coor- 
dinate direct selling and promotion 
activities. Periodic reports by the 
advertising department include a 
monthly tabulation of ad inquiries, 
classified by media and by job clas- 
sification of the respondent, and a 
report on results of the continuing 
questionnaire survey of new cus- 
tomers and the sources that led them 
to Tinnerman 

This kind of tabulation of data 
won for Tinnerman the 1951 Putman 
award of $1,000 for the best results 
and best documentation of results 
from advertising, and an award of 
$500 for Meldrum & Fewsmith, the 
agency 


aybe here he's out of place 


Sa “ 
AY 
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But 
in the shop 


For fish, he’d do better in the 
butcher shop. But in his own 
shop the “line” he takes may 
“net” more profit to you. 


He and men like him . . . plant 
managers, works managers, 
master mechanics, superinten- 
dents, general foremen and 
others . . . start the wheels mov- 
ing to keep your factory wheels 
turning. 














Put your money where your market is. Tell 
and sell these production executives through 
MODERN MACHINE SHOP—38,000 circu- 
lation—largest in the metalworking field. For 
details on low rates and high returns, write: 





7 


MODERN MACHINE SHOP 


431 MAIN STREET CINCINNATI! 2, OHIO 





Home Heating — Commercial — Industrial 
FUELOIL & OlL HEAT ¢ 232 Madison Ave. 
NEW YORK 16, N.Y. Phone Lixington 2-4566 
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AVIATION AGE is 
aviation’s comprehensive 
technical magazine 


There's a big reason behind the high 
reader interest in AvAge—its editorial 
content 


AvAge provides comprehensive informa- 
tion about the techniques, methods, oper- 
ations and equipment of the aviation 
industry 


That's why busy executives in aviation 
read AvAge so carefully —they know they 
will get all the latest technical develop 
ments, reliably reported 


Careful readership will also do a big job 
in helping to increase your advertising 
effectiveness 


Want more details? Write us today 
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Among aviation publications : 


ied cr 
A vees @ contre’ 
apn A thet gives thorovgh 
on 


lotr 
se wide coverage 


industry 
Only AvAge reliably presents ov" 
ations technical developments 
Only AvAge pulls so mony soles- 
producing inquiries 
for- 
king-size 

Only AvAge uses the 7 
mat thot gives every od preferre 
position 


AvAge gives you th 


t 
round bvy for your adverts 
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below four calls, the number con- 
sidered adequate 

New Britain faced the problem of 
many other small companies, operat- 
ing in a limited field, with a small 
line. It was impossible to find, train 
and pay a large staff of capable sales- 
men to permit intensive coverage of 
all territories 

Tle solution of the problem was a 
four point program to (1) locate the 
best prospects, (2) concentrate on 
these best prospects instead of play- 
ing the field, (3) get the New Britain 
story to prospects more often and 
more effectively between salesmen’s 


back ro 
varthage 
president 


yeorge 


calls, and (4) help salesmen do a 
more effective job when they do call. 
The best markets in terms of lo- 
cation and numbers could be located 
through the use of national indus- 
trial census figures, the entry sug- 
gested. This information could then 
be reduced to the names of com- 
panies and people by (1) selecting 
publications on the basis of their 
coverage of a market, and (2) build- 
ing a mailing list in areas where 
known concentrated markets are. 
Next, it was pointed out that con- 
centration on best prospects could 
be accomplished by advertising in 
fewer but more basic publications, 
using special-position space. A spe- 
cial chart illustrated the law of 
diminishing returns at work in media 


Number of calls on 4,569 prospects by salesmen in 1950 


No. of 
prospects 


prospects 














selection (net added coverage re- 
sulting from addition of publications 
circulated to readers in same or 
similar fields). 

Concentration on known prospects 
was possible through the use of ef- 
fective direct mail to (1) deliver 
more information, (2) tell a more 
competitive story, (3) tell more 
about the company, (4) tell more 
about New Britain equipment, (5) 
tell more about the sales force, (6) 
make the New Britain story more 
personalized, and (7) make a strong- 
er pitch for inquiries 

A recommended direct mail pro- 
gram included an external house or- 
gan, illustrated letters carrying 
salesmen’s signatures, and specialty 
mailings such as pre-call letters or 
birthday greetings. It was shown that 
such a program, which could deliver 
the company’s message between 
salesmen’s calls, would cost only 
1/817 of $20.43, the 
cost per salesman-call. 

To help salesmen do a better job 
of creative selling, the New Britain 
plan also called for good catalogs, in- 
formative bulletins and case his- 


2%¢ per call. . 


tories, or as the company calls 
them . . “cost histories.” 

The presentation concluded with 
details of the proposed space sched- 
ule and the actual appropriation pro- 
posal. Jesse J. Haight, president 
Wilson, Haight & Welch, Inc., New 
Britain’s agency, co-operated in the 
preparation of the award winning 


entry 


Val Jurgell joins Sutton; 
Ferris, Sutton promoted 


Val G. Jurgell has been 
named editor 
of Contractors’ 
Electrical Equip- 
ment, Sutton 
Publishing Co. 
Le Roy Ferris, 
former editor, 
wil be managing 
editor for both 
Contractors’ 

Electrical Equipment and Electrical 

Equipment, replacing W. Chester 

Mead, wo has retired. Edward 

Grazda will continue as editor of 

Electrical Equipment 

Glenn W. Sutton, Jr. has been 
elected treasurer and director of the 


S NEW YORK 


Jurgell 


company 








Largest Circulation and 
Complete Editorial Coverage 


Balanced to the trends 
of the Industry and 
to the job interests 
of its Readers. 


For the past 26 years, the 

editors of GAS have been 
emphasizing natural gas 

now the dominant factor in 

the industry. Both editorial and circulation 
coverage have been expanded to keep pace 
with this growth 


More than half of all editorial features in 
GAS during 1950 were devoted to operat- 
ing information ...the how-and why of 
methods and techniques for better produc- 
tion, transmission, distribution and utiliza- 
tion of gas. 


GAS has specifically developed its circula- 
tion, the largest in the industry, to reach 
the men who have authority to recom- 
mend and the power to buy. 93% of this 
circulation is now verified as to readership 
—the most positive buying coverage ever 
offered manufacturers selling this industry. 


A Jenkins Publication 


198 S. ALVARADO STREET 
LOS ANGELES 4, CALIF. 


WB 





In 1950, over half of all 
GAS’ Editorial Features 
were devoted to 
Operating Information 


33 wre 


Gas Ind Pub Gas Ind Pub 


Editorial Features 
1950 COMPARISON 


Advertising 


GAS carries more advertising 
and editorial pages per issue 
than any other gas industry 
publication. 











~The BIG book in 
the diesel field! 


For details 


write for Diesel Progress 
market and media file 


BoITo: oe 
8°6 N. Lo Clencqe Bivd. 
Los Angeles 46, Calif. 


Advertising Office 
2 Wesi 45th St., New York 19,N.Y. 
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LAPSUS CALAMI 


SOI R notes and wrong turns are 
prevented by editorials in Air Con- 
ditioning & Refrigeration News, too. 

Dealers, wholesalers, servicemen, 
go off 
harms the in- 
VW hen they do, 
dir Conditioning & 
Vews (the leaders in 


their communities) are set straight 


and contractors occasionally 
on a tangent which 
dustry as a whole. 
subscribers to 


Re frigeration 


by the pewerful editorials for which 
this outstanding business publica- 
Sensitive toes are 


tion ts famous. 


crushed by these editorials, often; 
but subscribers come back for more, 
and guide their decisions accord- 
ingly. 
Sensible, straight-thinking, no- 
punches-pulled editorials have saved 
hundreds of thousands of dollars 
fir Conditioning & 


Neu 8. 


already 


for clients of 
Refrigeration 
If you 


enlist this “¢onscience of the indus- 


haven't done so, 


try” for service in your cause. 
BUSINESS NEWS PUBLISHING 
CO., 450 W. Fort St., Detroit 26, 
Mich. 


Me CONDITIONING & 


dl 
irucsirinn News 


top management 


forum 


ge 4 





meet unforeseen sales situations re- 


quiring additional advertising ef- 
fort 

Normally a basic advertising pro- 
fall for 
the forthcoming year. An approxi- 


fixed 


gram is presented in early 
mate dollar appropriation is 
for that and approved by the presi 
dent of the company. This basic pro- 
gram is followed through the year, 
with advertising adjustments as the 


occasion warrants 


evaluate our objectives on 


c We 


the basis of attained 


pertormance 
from similar objectives of the past 
Due weight is given to such factors 
as the introduction of a new product, 
the publication of a catalog, or the 
desire to encompass or dominate a 
market 
On the 
thinking of our 
that of our 
program is outlined and a temporary 


basis of the combined 


organization with 
advertising agency, a 
budget is set up which is then ap- 
proved by the sales department. A 
budget is then submitted by the ad- 
vertising agency in the form of 
schedules showing industrial papers 
selected, frequency of insertion, and 
cost per page 
Meanwhile the 


partment in collaboration with sale 


advertising de 


personne! prepares a schedule show 

ing the various pieces of literatur 

and promotional matter that are rec- 
ommended for jobber distribution 
Cost estimates are prepared showing 
approximate number of pieces re- 
art work, engraving, cost of 
imprinting, etc. This budget is then 
appended to the industrial advertis- 


quired 


ing schedules 
The combined budget is then sub- 
mitted to our president and general 


for discussion. Requests 
extraordinary ex- 
documented 


manage! 
for unusual or 
penditures are well 
with reference material. As a gen- 
eral rule, appropriations recom 
mended by the sales department are 


accepted with but minor alterations 


John A. Carter 


® In preparing our advertising pro- 
gram our executive committee allots 
a percentage of our estimated sales 
within which budget figure our dir- 
ector of publicity and our advertis- 
ing manager prepare their detailed 
advertising program. That portion of 
the program having to do with mag- 
azine and trade paper advertising is 
worked out in cooperation with our 
advertising 

On completion, the entire detailed 


agency 


advertising program is then sub- 


mitted to our executive committee 


for approval and recommendation 


to our board of directors for final 
adoption 

Ample leeway is provided so that 
special appropriations may be ob- 
tained from time to time to take care 
of special advertising opportunities 
which may present themselves and 
which were not covered in the of- 


ficially approved budget 


M. H. Baker 


’ na 1y 


® We seem to have found over the 
years a need for a certain type of 
advertising, and that just automat 
cally continues. When we come out 
with a new product, the advertising 
ther 


supplement the usual amount of ad- 


need for it is determined to 
vertising 

During the past several years, we 
have been oversold on our standard 
products, and there was really no 


need for advertising expeditures di- 





rectly to get immediate orders 

We have always recognized the 
long-range need for building good- 
will by having broad public accept- 
ance of the things we make. For this 
purpose, we carry in color, space in 
leading magazines designed to show 
the beauty of homes finished with 
our products. This program was de- 
signed to cost $400,000 annually and 
it has been budgeted at around that 
figure each year for the past six 
years 

We believe that at future 
time, we will need to put more ef- 


some 


fort into directly selling our prod- 
ucts. And when that time comes, we 
will be ready with specific product 
advertising to supplement the gen- 
eral advertising we're now doing. 
The amount we will spend for that 
purpose can only be determined by 
appraising the sales resistance at the 
time 


Ralph J. Kraut 


ziddings & Lewis 


® We determine the annual budget 
or appropriation for industrial ad- 
vertising by applying a percentage to 
estimated sales for the ensuing year. 
This amount has generally varied 
from one to one and one-half per 
cent, although in some years like 
1947, when the Machine 
Tool Builders’ Association 
ducted their tool 
considerably more was spent. 


National 
con- 
machine show, 

Budget figures are prepared in the 
fourth quarter of the calendar year 
for the ensuing year, and are ad- 
justed quarterly to conform to ac- 
tual requirements 

This budget is prepared by our ad- 
vertising supervisor and presented to 
our general sales manager, his im- 
mediate superior, for review and any 
changes before presenting it to the 


general manager for final approval 


B. H. Bristol 


8 Whil 


are set primarily in relation to our 


» our advertising expenditures 


Don’t be“included ou 


on 


construction equipment! 
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Before project bids are requested, you may be “included out” 
if the civil engineer plans the project without taking your 
equipment into consideration. 


Before the bids are submitted, you may be “included out” 
because the contractor's civil engineer laid out the construc- 
tion plant without figuring how your equipment might do 
the job more economically. You can’t sell dozers if it’s deter- 
mined to use draglines or vice-versa. 


Before your salesman can get to the key man §n the project, 
you may be “included out” because that gprticular vice 
president or project manager is a civil engmeer who had 
decided that the equipment he read about in CIVIL ENGI- 
NEERING is the make he wants. 


You CAN be “included” on those BIG orders by keeping the 
civil engineers thinking in terms of your equipment. Tell 
them “how and why” in CIVIL ENGINEERING, the only mag- 
azine published exclusively for civil engineers. Circulation 
now 32,000. 


j 


_. The Magazine of Engineered Construction 
Ts yy Published by 
‘The American Society of Civil Engineers 


33 West 39th Street, New York 18, N. Y. 
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Clippings from the business press, 
farm publications and consumer 
magazines can supply valuable intor- 
mation in the operation of business. 

Used by business organizations and 
their advertising age.acies for collect- 
ing editorial publicity, for maintain- 
ing competitive advertising files, for 


making 


research and market studies 


and for developing sales prospects. 
Booklet No. 50 Clippings Aid Business 
Booklet No. 60 Magazines Read by Bacon's 


BACON’S CLIPPING BUREAU 


343 So 


Dearborn St., Chicago 4 


on page 129. 


See McGraw-Hill advertisement 
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Consulting 
Engineers 


Architects 
Engineers 


Reach Verified 
Buying Power 


Reach the Key Men... 


HEATING and VENTILATING'S Con 
tinuing Buying Power Survey, covering all 
J. S. cities of 100,000 or more population 
ocates the engineers and contractors who 
are doing the bulk of the business in design 
ing and installing systems heating, ven 
tilating, air conditioning, piping and allied 
services in the larger building field 


As a result of this continuing survey we 

» able to concentrate our circulation efforts 
n these key buying authorities. And;- 
equally important our close contact with 
these men enables us to learn at first hand 
just what kind of editorial information fills 
their needs and holds their interest 


interest Them... 


These busy men are not interested in ab 

ict theory or exhaustive research findings 
They want und get in H & V 
applications of the theory, a tual uses for the 


ready-t 


practical 


research findings co 


facts that save thet ti 1 dollars 


Sell Them .. 


H & V locates tl y buying authorities 
und by filling thers ‘ 
information ruild n reader-interest 


} Ile , 
hat carries over rth selling 


message That is HI 


Vi 


yout 

ATING an 

NTILATING should b vour advert 
schedule 


sing 


in Industrial 


Contractors 
Engineers 


Equipment Design 
Engineers 


Industrial Plant 
Engineers 


Public Utilities 
Engineers 


Government 
Engineers 


Sales 
Engineers 


Operating 


NEW YORK 13, N. Y. 














See McGraw-Hill advertisement 


If you wish to reach the 


coal trade use 


NEW YORK 
Whitehall Bidg 


CHICAGO 
Manhattan Bidg 


For over 65 years the leading 
journal of the coal industry 











sales trend, each year’s advertising 
budget is built, and approved, with 
recognition of the coming year’s 
sales forecast and the sales job to 
be done. 

The budget is prepared by our 
agency and advertising manager with 
recourse to forecast data provided by 
our market analyst and our indus- 
try sales managers 

The detailed budget is approved 
by our general sales manager; the 
recommended expenditure is ap- 
proved, as part of the total sales plan, 
by management. 





Sheet Metal Worker 
gives trade statistics 


Material from a survey of Sheet 
Metal Worker, New York, used in 
the 1952 edition of the Annual 
Market & Directory Number of n- 
PUSTRIAL MARKETING, issued June 25, 
was not properly credited to this 
publication. 

It appears on Page 60 of this issue, 
and includes the following: 

“The composite nature of the 
sheet metal industry is revealed in 
the answers to a questionnaire sent 
to 5,724 sheet metal shops through- 
out the country. Of the 2,067 reply- 
ing, 80° are engaged in warm air 
heating, 68°; 
tioning, 69° 


in winter air condi- 
in ventilation, 40% in 
attic ventilation, 44% in summer 
cooling, 63° in exhaust and blower 
work, 51% in metal roofing, 25% in 
slate roofing, 27% in built-up roof- 
ing, 50% do skylight work, 35% 
smokestack and pipe work, 57% do 
kitchen and work and 
19%. do plumbing and radiator heat- 


ing The average shop is active 


restaurant 


in six and a half major classifications 
of work.” 

Sheet Metal Worker emphasizes 
the fact that warm air heating is 
definitely a part of the work per- 
formed by sheet metal shops. Sheet 
metal 


shop owners are merchant 


contractors, buying a great many 
items for resale. Most of these are 
included in installation or contract 


work 


Richard E. Cleary . . 
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801/ circle on Readers’ Service Card 
Are customers confused by your 
installation-maintenance manuals. 


People are funny . . so are manufac- 
turers. They'll knock themselves out de- 
signing, producing, advertising and sell- 
ing a piece of equipment. And when it's 
delivered to the lucky buyer, what does 
he get in the way of installation, opera- 
tion and maintenance instructions? Yes, 
you guessed it . . a masterpiece of con- 
fusion that would bewilder the hell out 
of Einstein. The Technagraph Co., San 
Francisco, producers of many kinds of 
manuals, offer a brochure showing how 
graphic techniques simplify the complex. 


802/ circle on Readers’ Service Card 
How you can read faster 


You can more than double your present 
reading speed. By doing so, you can 
handle your work load in less time, im- 
prove your vocabulary and conversation, 
keep abreast of important books, and at 
the same time increase your reading com- 
prehension and accuracy. Foundation for 
Better Reading, Chicago, offers an 18-page 
booklet which discusses (1) why bother 
to read better, (2) benefits of better read- 
ing, (3) what is better reading? (4) 
principles of better reading, and (5) how 
the Foundation helps you. 
SSSR SCE SEES eee eee eee ee eee 
803 / 
Useful information about type 

Have you been receiving the “typog- 
graphy” series of brochures put out by 
Monsen-Chicago? Each brochure offers 
helpful “how to” suggestion . for ex- 
ample, “How to make trans-adhesive im- 
pression work for you.” Your name should 
be on the Monsen mailing list. 


circle on Readers’ Service Card 
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804/ circle on Readers’ Service Card 


12 suggestions for better sales 
training and sales promotion 

If you find it necessary to conduct meet- 
ings for distributors, jobbers or dealers 
and their salesmen, you'll be interested 
in the “packaged meeting” plan suggested 
by Trade Ways, Inc., New York. Other con- 
structive suggestions deal with illustrated 
manuals, instruction slide films, movies, 
contests, case skits, etc. A 12-page pres- 
entation gives -omplete details. 


Yy 





Use these return cards 


mentioned on this page 


/ %*% Send for ihese helpful selling tools 


805/ circle on Readers’ Service Card 


460 examples of business ads 


Here‘s how 460 business advertisers ad- 
vertised to business. The Wall Street Jour- 
nal offers a copy of a composite edition 
including one typical advertisement of each 
advertiser using the publication during 
March, 1951. 


SSCS SESE SESE ee ee 
806 / circle on Readers’ Service Cord 
How to use cartoons 
in promotions pieces 

We've intentionally mislead you with 
the above title. Actually the booklet we're 
talking about is “That's Interesting” . . 
which presents ih cartoon fashion, facts 
about the editorial content and readership 
of Chemical Processing and Food Proc 
essing. If you sell to either of these fields, 
you'll want a copy .. if not, you'll still 
want a copy, for it's a perfect example of 
how to make promotion pieces interesting 
by using cartoons. 


807/ circle on Readers’ Service Card 


Do your employes realize 
the dangers of inflation? 

Does your employe program deal with 
dangers of inflation? If not, you'll be inter- 
ested in a book entitled “How Stalin hopes 
we will destroy America,” which tells how 
run-cway inflation can be extremely danger- 
ous. Bemis Brothers Bag Co., St. Louis, who 
produced comic style booklet with Pictorial 
Media of New York, recommends that other 
employers distribute the book to employes, 
Single copies are available without charge. 


808 / circle on Readers’ Service Cord 
Case histories of how business 
paper advertising ups sales 


Here's a portfolio of 12 case studies 
showing how various companies have ap- 
plied business magazine advertising to 
the job of developing sales, protecting and 
expanding markets, and increasing prod- J 
uct recognition in both normal and emer. | 
gency periods. Offered by pennant 
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% Send for these helpful selling tools 


809/ circle on Readers’ Service Card 


How to organize your 
employes for atomic attack 

The chances are probably 1,000,000 to 
1 against your plant or city ever being on 
the receiving end of an atomic bomb . 
we hope. Nevertheless, it's a good thing 
for you and your employes to know what 

just in case. Walter Kidde Public 

Relations, New York, has prepared a 32 
page booklet as guide in organizing per 
sonnel to cope with possible plant dis 
It also gives recommendations for 


to do 


asters 
strengthening plant construction and sus 
taining production in face ot attacks 


B1O/ circle 
You can do your 


own photocopying 


mn Reoders’ Service Card 


If you require very much photocopying 
it might be well to look in on the Apeco 
Yopy-Cabinet. If you make only five copies 
x day, your annual savings will be more 
than $225.00. American Photocopy Equi; 
; vhicago, will 


tells the entire story 


send you a |2-page 








a 


811/ circle on Readers’ Service Card 


An advertising man 
talks about copy 

What about short copy? Is the “nega- 
tive appeal” strictly taboo? How do you 
write good headlines? A. E. Aveyard, ex- 
ecutive vice-president, MacFarland, Ave 
yard & Co., Chicago, discussed advertis- 
ing copy at the second annual Chicago 
Tribune Distribution and Advertising Fo 
rum. The talk, a good one, has been reprint- 
ed. You shuuld have a copy 


SSCS ESSER EEE EHS eee eeee 
B1Z/ circie 


There's no law against using 
humor in your advertising 


industrial advertising have 


mn Readers’ Service Card 


does 
e so straight-faced 
stantly take itself so seriously? Humor can 


Why 
. why must it con- 


be an amazingly effective selling force. 


Pinson, nationally known illustrator, 
fiers a brochure showing how humorous 
make your advertising 


iustrations can 


more readable 


Ne Postage 
Stamp Necessary 
if Mailed 

United 
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inquiries for items listed 


not serviced beyond Nov. 15, 1951 


813/ circle on Readers’ Service Card 
10 kinds of trade show visitors 


and how to handle them 


In the February issue of Industrial Mar- 
keting, W. F. Weimer, Rockwell Mig. Co. 
ad manager, did an excellent tongue in- 
cheek analysis of the different types of 
people who visit your exhibit. Ten pictures 
tell the story. Displaymasters, Inc., Minne- 
apolis, have reprinted this popular article 
You can have a copy 


814/ circle on Readers’ Service Card 


Suggestions to help you 
get good distributors 


Are you thinking about selling through 
distributors, or strengthening your present 
distributor set-up. If so, you'll want a copy 
of, “So you have a product to market?”. 
This 8page brochure, offered by Indus- 
trial Distribution, list eight specific sug- 
gestions to aid you in lining up distribu- 
tors. 


815/ circle on Readers’ Service Card 
How overseas news is gathered 


“The story behind a foreign story” is an 
extremely interesting picture booklet show- 
ing how a foreign story evolves from first 
idea to the final result as presented to 
the reader. 31 pictures . . 24 pages. Offered 
by Business Week 


816/ circle on Readers’ Service Card 
Automatic gadget for estimating 
air express rates 


That rush shipment of electros or printed 
matter is ready for air shipment! Okay, 
how much will it cost? The air express 
division of Railway Express offers a cir- 
cular slide-rule gimmick which makes it 
easy for you to estimate the rate. 
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EXAMPLE NO. 14 
Among manufacturers of 


‘a SPECIAL-INDUSTRY MACHINERY 


The following ch 








ges in busi paper 
specifications have been announced since 
the Market Data Book number of Industrial 
Marketing went to press. 


Applied Hydraulics 


New rates, now effecti' 


|| ovr 
{ 


’ i ee 


660 MAJOR PLANTS EMPLOY 181,417 


— account for 82% of total employment, 
Siiienitiianeiniee 81% of production in this industry. 
The Annual Market Data B § Directory 


STRIAL MARKETING presented 


The latest McGraw-Hill Census identifies each and every one of 
these 660 key plants 


those with over fifty employees — by name, 
location, number of employees, and chief product manufactured. 
Special-industry machinery field includes food, textile, wood- 
working, paper-industries, printing-trades and other machinery. 
This field is only one of 144 segments of manufacturing industry 
In each of these 144 segments, McGraw-Hill’s Census isolates, 
identifies, classifies and rates the worthwhile manufacturing plants 
Dun's Review 


Census is better 
Hill's Continuing “ 
. poner turers are, t eir 
par Pena Pere Knowles who and where an ae 
page yen ke — enables vs to concentrate a aa 
i OS a A ond personal contact, on the wor spect 
mai . 
ee influences within those plants. arp re ear 
nv oa developed and maintained for the atone 
oe ontinui 
a eed d the result, of this a 
panne in key plants 
rdaecsew ae ona audience of buying influences * 
an up-to-the-minu 
for McGrow- Hill advertisers. 


Financial Post (Canada) 


vew rat 


-Hill’ 
Complete details on McGraw Hi : 
1949 Census showing such statistics 
' ze 
lant distribution by employee "ne 
aia by major and sub-major : 
, n 
p toned by regions, by states, = 
other facts are all contained = 
BOOK. Write 
caren page MARKET DATA ws 
rr fe or ask your McGraw-Hill m 


copy. 


efte 





@ McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET 


wh 94 YORK 18, N. Y. 
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Products of 
the ceramic field 
tota!... 

32 Billion 
Dollars Yearly / 


do you 


Absenteeism de Luxe . . 


‘ 


Who reads your ads? 





know... 





. . . that Ceramic Bulletin 

is read by the men who 
specify or buy the equipment 
and material needed to 
produce this 3!/> Billion 
Dollar Market? 


© 


5612 top ceromists in every phase of the 
3'/y billion dollar ceramic industry will 
receive copies of the Ceramic Bulletin's 
ROSTER ISSUE. Countless times through- 
out the year these “decision mokers” will 
refer to their ROSTER ISSUE for the 
names and business affiliations of fellow 
ceramists. And your advertisement in this 
big issue will receive yeor-round impact 

time after time be nq seen by your 
prospects 


RESERVE SPACE TODAY 


Ceramic 
Bulletin 


2525 WN. High St., Columbus 2, Ohio 





women) to the point of purchase 
Lifebouy 


consistently 


was Kotex advertising! 
was a close second 
And consistently at the top of the 
And certain 


silverware and luxury goods adver- 


rankings was Cadillac 


tisers! 

Swank was the critical factor 
in the subjects’ minds. And you know 
that wasn't true 

What had happened was that 
people weren't telling the truth 
they were trying either to avoid em- 
barrassment, or to impress the in- 
We dropped the service 
und returned to Starch 


terviewers 


Starch, today, has special services 
which will gage the effect of your 
advertising . . brand preferences, re- 
nembrance of a sales point, and so 
on and its techniques today are 
such that the other outfit’s pitfalls 
have been a\ oided 

Starch will also tell you what kind 

whether or not the readet 
a user (users are more 
read an ad than non-users), 
forth 
don't confuse a high Starch 
success. Do take steps, if you 
possibly can, to see if the objective 
toward which your advertising has 


been directed has been reached 


don’t aim for high 
Create the best sell- 
ing message, than present it using 
techniques which Starch has shown 
to be helpful 

Don't confuse a low Starch score 
with failure. A high or a low Starch 
score is high or low only in com- 


A correlary 
Starch scores 


parison with the scores of other ad- 
vertisers 

But there is no justification for 
relating any one advertisement’s 
score with most of the other adver- 
tisements in the book. 

Here’s why. It so happens that 
some ads start off with a bonus . . or, 
a handicap 

All products are not of equal in- 
terest to all readers. Some can be 
conceivably purchased only by a 
small fraction of readers. In any 
sample of 100 readers, those particu- 
lar potential readers are few indeed. 

Or a product, though widely 
used, may be of such minor impor- 
tance to the average purchaser . . or 
so commonplace or well-known 
that it will be difficult to woo the 
average reader's attention 

In such cases, good Starch scores 
are hard to come by 

The advertiser with the limited 
audience has to be sure to pull the 
maximum number of his few pros- 
pects. He'll most likely pin-point his 
headline, select his audience, and 


drive-away most of the readers 





THERE’S EXTRA Sef IN THE 


whom he doesn’t care about anyway. 
His “Read Most-to-Seen-Associ- 
ated” ratio will be high, however, 


even though both percentages them- 
selves are understandably low. Such -+- fo help you sell 


advertisements, incidentally, may be SOUTHERN’ SPIN WEAVE PLANTS! 
- . 


excellent inquiry-pullers, despite low 

readership yours exclusively in 
John Caples cites the case of the ns 

retirement insurance ad with the 


headline “How a Man of 40 Can Re- e e 
tire in 15 Years.” It was high on } 
sales, but low on readership. It se- | 
lected its market. But an ad titled | 


“Get a Vacation with Pay” was the 

reverse .. high readership, low sales 

It failed to attract the right prospects ©The. Seuthems SutaWesre ‘ sivel 

So, the more specific the message market alone accounts for Textile Bulletin is the only exclusively 
’ more than 75% of the total Spin Weave journal of the textile 


the less the readership but the Spin-Weave industry in the ; 
United States. industry. 
better the quality of readership 


Now the other case the adver 





It is edited solely for the men who own 
COMBINATION and operate Southern mills . . . deals 
RATES SAVE YOU only with problems and _ conditions 


work harder to draw a crowd, so which exist in Southern Spin-Weave 
he'll probably use more theatrical EVEN MORE! mills and processing plants. The South- 
attention-getting techniques in or- If you want to reach the ern Slant is a precious plus . . . found 
only in Textile Bulletin. 


tiser whose product is too common- 


place or too well-known. He has to 


7 ” » extile dustry, use 
der to geta high Seen- Associated whole textile industry, use 
eur combination rate for 


His “Read Most” will be low unless Textile Bulletin and The 


. , , 1 er. 12 pages in each ' : ¥ 
his copy is so short that he'll auto- xia am al eee Textile Bulletin gives complete—100% 
matically get a good “Read Most.” of the South's Spin Weave 


than 12 pages in any gen- coverage 
eral textile journal. mills and their dyeing and finishing 
This element . . of basic product in- plants. 


terest, is probably the most impor- 





tant factor to keep in mind in evalu- 

ating Starch reports. The Starch or- CLARK PUBLISHING CO. 
ganization recognizes this. Its own CHARLOTTE, NORTH CAROLINA 
arithmetic shows that certain class- 

es of products have a high level of 

interest. Valve advertising, by and If SPIN-WEAVE mills are your target 
large, is extremely well read. Lubri- 


cant advertising is poorly read. Is THE SOUTH 
this because valve advertisers do Is YOUR BIGGEST MARKET... 


better advertising, and lubricant ad- 
vertisers do worse advertising, than 
the average? I doubt it because 
by all other criteria, a lot of lubri 
cant advertising is excellent, and a 





lot of valve advertising is poor 


More people, it appears, are in- ] T PAY S 44 SALES 

terested in reading about valves than REA 

are interested in reading about lu- O “throws 

bricants. So a low score for a lubri- e 

cant ad is nothing to be ashamed of to ne ly erLise showmanship 
unless it is lower than the average 

score of lubricant ads alone 


Which leads to another don’t 
Don’t compare ads in different prod- 


uct classifications ner pl l] 2) I Ss Pp L AYS 
In our agency, for each of our 
DESIGN® CONSTRUCTION® SERWACE 


a ee oe a Ws 


books, we establish a par for its RTM STREET - MILWAUKEE. Wis 
product classification See McGraw-Hill advertisement ' NEV 
It is to this par, not to the average on page 129. 


clients with ads in Starch-rated pays to see you... 
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Editorial Anfluence 


builds acceptance for your advertising 


in Butane-Propane News 


Influence, of course, is only another 
name for reader-satisfaction. For a longer 
period of time than any other publication, 
Butane-Propane News has been satisfying 
readers, (highest subscription renewal in 
the industry) and building and broadening 
the markets for liquefied petroleum gases 
and equipment. 

In addition to publishing the first maga- 
zine, the B-P News editors have made 
available the only complete library for 
this industry. The world-wide distribution 
of these Fundamental Working Books has 
solidly established Butane-Propane News 
as the authority on LP-Gases. For adver- 
tisers, this means action-producing results. 


BUTANE-PROPANE 
CWS 


198 S. Alvarado St., Los Angeles 4, Calif. 


A Jenkins Publication 


Headquarters for LP-Gas 
information Since 1931 


HANDBOOK 
BUTANE-PROPANE GASES 
The technical authority. 
25,000 copies in use. 





BOTTLED GAS MANUAL 
Sales and Service. 
10,000 copies in use. 


POWER MANUAL 
Principles of LP-Ges 
Carburetion. 
ilable after N ber 15th. 








BUTANE-PROPANE CATALOG 
Pre-filed manufacturer's 
catalogs. 





Operating aon LP-Gas Business 
Set of twelve booklets 





The ABC of LP-Ges 
The Liquid thet is Ges 
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FOR DETAILED INFORMATION ON 


85 INDUSTRIAL and TRADE MARKETS... 


SEE YOUR NEW 


1952 MARKET DATA & DIRECTORY NUMBER, 


INDUSTRIAL MARKETING 








of all the Starch-rated ads, that we 
relate our client’s Starch reports. 
Thus the variable of basic product 
interest is eliminated. We are com- 
paring likes. 

Obviously, there is another fac- 
tor that we cannot eliminate and 
that is the varying objectives of the 
campaigns. For reasons of strategy, 
one advertiser may choose to devote 
himself to a message that is more 
difficult to put across. He is willing 
to sacrifice some readers in order to 
deliver that message to the rest. 

These objectives we can’t easily 
perceive. But if our clients’ scores 
are in the higher levels of its classi- 
fication, we're satisfied. 

So don’t compare unlikes. Do es- 
tablish pars for each product classi- 
fication and measure your scores 
against those pars. 

Don't, if you’re an agency, use 
Starch scores in selling. If you do, 
you're walking on dangerous ground, 
and you may get trapped. 

Let's say a client of our agency 
competes in a field with a client of 
a competitor of ours. The other 
agency uses Starch reports to prove 
that it does a better job for its clients 
than we do for ours. 

The pitch goes like this. “In such- 
and-such an issue of such-and-such 
a magazine, the ad of our Client A 
received such and such percentage 
higher readership than the ad of B 
(which client). Ergo, our 
agency is better than the Chirurg 
agency.” 

The statement, if not the infer- 
ence, is true. Ad A did get better 
readership than our client’s Ad B. 

But the conclusion may violate 


is our 


practically every one of the dont’s 
set forth here. It may use only one 
set of figures . . “Seen-Associated,” 
for example, while the “Read Most” 
scores may show something alto- 
gether different. 

It may base its conclusion on only 
one Starch score. The picture may 
change over a period of time. 

It may show absolute figures, dis- 
regarding the fact that the ad being 
bragged about is a spread, the other 
a single page. The spread should 
have gotten double the score. 

So don’t use Starch reports for 
soliciting new business. Too many 
people don’t understand Starch re- 
ports. They can be taken in now, but 





some day they'll catch up with you. 
Do use Starch reports for purposes 
for which they are intended . . to 
help evaluate your ad performance 

. to help improve your creative 
techniques. 

For this latter purpose, we have 
found Starch reports invaluable, not 
just in educating ourselves, but also 
in convincing clients that our rec- 
ommendations . regarding copy, 
layout, typography, space units, use 
of color, etc. . . . are based on knowl- 
edge which is based upon experience 

We know that captions are well 
read. We know that headlines are 
best positioned at the head of the 
copy. We know that text on reverse 
plates or on color panels is not well 
read. 

We know that long copy is not in 
itself, a deterrent to readership. We 
know that the illustration is the 
most important element in attracting 
initial observation. We know that it’s 
not good to fence in copy with bord- 
ers and mortises and boxes. We 
know that decorative gadgets im- 
pair observation 

We know that color should be 
used only functionally, otherwise, 
it’s a waste of money. We know that 
motion in illustrations attracts at- 
tention. We know that the negative 
approach usually gets low observa 
tion, but pretty high reading 

We know that ragged edges of 
text hurt readership. (But it’s tough 
to convince the art director to quit 
it.) We know that upper and lower 
case headlines normally get better 
attention 

We know that squared-up para- 
graphs cut down reading widows 
and paragraph indentations help 
reading 

We know that “self-interest” is the 
most important factor in readership 

And so on. 

We still have a lot to learn. Prob- 
ably we shall never know all the 
answers, because there is always the 
great intangible of the human ele- 
ment. We can never expect to 
anticipate all its whims or compen- 
sate for its instability. But it won't 
help us at all not to try 

So I recommend Starch reports to 
you and all other sources of infor- 
mation leading to a clearer under- 
standing of what makes people want 
to do what we want them to do 


[CONCLUSION ] 


UU Avaya 
"@) VAY / Inquiries 


Prove Reader Interest 


The twelve issues of HEATING & PLUMBING 
EQUIPMENT NEWS published in 1950 pulled a 
total of 87,598 inquiries—69,617 resulting from edi- 
torial descriptions of new equipment and 17,981 from 
advertisements. These figures include only the in- 
quiries handled by our Reader Service Department; 
they do not include those the manufacturers received 
directly. 


Here is actual proof that HPEN commands intense 
reader;interest—proof that your advertising in HPEN 
will be read—and acted upon. Individual advertise- 
ments, in fact, have pulled as many as 220 inquiries. 


HPEN is the only paper devoted exclusively to giving 
contractors and wholesalers the information in which 
they are most interested—news of new products and 
product applications in the heating, plumbing, ven- 
tilating and allied fields. Its circulation of over 35,000 
assures thorough coverage of this diversified market. 


Reach these important buyers at lower cost per thou- 
sand than any other magazine in the field. Reach them 
through the magazine that can show proved reader- 
interest in the types of products you want to sell— 
HEATING & PLUMBING EQUIPMENT NEWS. 


An Industrial Press Publication 


HEATING & PrumBingSguipmer” News 


148 LAFAYETTE STREET + NEW YORK 13, N.Y. 











: | For Detailed Data See | 
This Emblem Means -—p- 
Annual Market Data 
IT’S EASY FOR YOU “rtm er 
to Get Media and Market Data 


When you see it in the advertisements of business publications — in their 
promotion copy in folders, on blotters, in circulars— you are being 
reminded that the publication has filed its complete reference data in The 
Market Data & Directory Number. It means you can find facts on the pub- 
lication’s editorial services, circulation, influence, market studies, and 
similar information, adjacent to plete data on the market it serves. 
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In Favor with America’s Leaders 
..-Heinn Loose-Leaf Binders 


The names you see here are known and respected 
—trusted brands that recommend products to users. 
Appearing on binders and manual covers, the same 
names recommend Heinn Loose-Leaf Binders to you! 


These manufacturers, who make their own products mean 
so much, expect the most in the products they buy. 
And they'd tell you they get the most in Heina 
Loose-Leaf Binders individually designed, hand- 
somely styled, mechanically perfect, durably built 


>» and find st how Heinn can 


Heed this 


tig 
s lify your own sales or service problems, 


and conserve your budget. Write for complete information. 
CATALOG COVERS @ PRICE BOOKS 
% kh: @ SALES MANUALS @ PROPOSAL 


en oo Rs ee oo 


<@mMeanr® 


THE HEINN COMPANY 
322 WEST FLORIDA STREET 
MILWAUKEE 4, WISCONSIN 


BOARD OF DIRECTORS 


Boards of Directors of companies whose products are 
sold to the steel industry know that when they 
approve appropriations for advertising in the Iron 
and Steel Engineer they are making a safe, profitable 
investment. It isn't difficult to satisfy this manage- 
ment group when readership of the industry's No. 1 
publication is thoroughly analyzed. Get the Iron 
and Steel Engineer facts—to reach important buyers 
and get your share of this lucrative market. 


Write for 
N.LA.A. Sales Presentation 





Triple Snppliers .. | 


we 


Houseclean your mailing lists 





usually fill in missing company 
names and addresses 

These additions, of course, will 
usually lack the identification of 
buying factors. Where they exist 
as they do in some trade directories 

they will be partially inaccurate 
because of terminations, promotions 
and transfers. It is logical to make a 
beginning at expansion before finish- 
ing the clean up, because the aid of 
the salesmen must be invoked and 
one such request is better than two 


4. New Card Check .. The next 
step is to send the duplications to the 
direct mail department with instruc- 
tions to eliminate them. Then, while 
a moratorium on additions other 
than those picked up from directories 
is in effect, you run off a new set of 
cards. This is compared to the 
master list and to eliminate discrep- 


ancies 


5. Sales Staff Check . . Next, send 
the cards to the branch or district 
offices for audit and verification. The 
salesmen, under the supervision of 
their managers, must be enlisted to 
make sure that initials, spellings, 
titles and addresses are correct. They 
should also verify the important in- 
dexes of buying power, such as con- 
nected horsepower, electric motors 


installed, or whatever is relevant 





6. Group Revision . . When the 
cards are returned to the home of- 
fice, the salesmen’s changes should 
be noted on the original cards. Sort 
these into three groups. The first in- 
cludes the cards that are complete 
and correct. The second is the group 
of cards requiring corrections or ad- 
ditions of information to the stencils 
or address plates. The third is the 
group of cards representing un- 
profitable customers and prospects. 
Make the changes, run off a correct- 
ed set of cards and return them to the 
clean-up supervisor the research 
director, advertising or sales promo- 
tion manager, or whoever is doing 
the job 


7. Follow Up .. So much is the 
top-to-bottom spring housecleaning 
The mailing list, for the moment, is 
what it should be. It will not stay 
that way, unless the final step is 
taken. That is to set up a routine 
under competent supervision that 
has internal checks and checks to 
the sales control record for control- 
ling additions to and deletions from 
the mailing list 


Published sources and salesmen’s 
reports must be watched constantly. 
Proposed additions must be quali- 
fied under the standards that estab- 
lish potential profitability of ac- 
counts to prevent cluttering the list 
with submarginal names. Personnel 
changes must be verified. Transmit- 
tal routines must be set up so as to 
insure that plates or stencils are ac- 
tually added, deleted, or changed. 


Now, I am aware that this sounds 
like a lot of work on a small matter 
of direct mail advertising. It is. But 
is the direct mail advertising such 
an unimportant matter? If 30 or 40 
“ of the direct mail advertising ap- 
propriation is being wasted on du- 
plications and submarginal prospects 
(a very conservative proportion in 
my experience), then it is surely 
worth a little work and a little ex- 
pense to recover this loss either as 
profit or as available money for pro- 
ductive use in media advertising, in 
better creatise work, vr in other 
sales or sales promotional activities. 

Further and this is important, 
once a good housecleaning job is 
done, the daily job of keeping mail- 
ing lists in good shape is a lot cheap- 
er and a lot simpler 


A THOUSAND MILES 
OF PAPER A DAY! 
That’s what ONE 

Paper Mill ALONE 


produces. No wonder 


the Pulp and Paper 
Industry is a— 


With the nation’s 
paper requirements at an all time high — the 
market is prime for new purchases and replace- 
ments of machinery, chemicals, equipment and 
supplies. 

THE PAPER INDUSTRY — oldest A.B.C. 
monthly publication serving its field penetrates 
every avenue for sales— from executive, en- 
gineering, production and technical departments 
of the mills. It reaches the men who have the 
“say” about what to buy and when. You can 
depend on The Paper Industry’s coverage for 
SALES ACTION and RESULTS. The FRITZ 
ORGANIZATION offers its knowledge of the 
industry and market to Suppliers and Advertis- YJ 
ing Agencies. Let us lay the facts before you. 





LOGUE for year ‘round product repre- 


: : A SERVICE ORGANIZATION 
sentation. Write for details. 


TO PAPER AND 


FRITZ PUBLICATIONS, INC. SiReneeetin 


[ Use PAPER and PULP MILL CATA. 











431 SOUTH -DEARBORN STREET, CHICAGO 5 


For all the Facts 
on Industrial and 
Trade Market Data 
ra | publica 


\ 


Where Lhe 


LOOK in 


industrial Marketing's 1952 
MARKET DATA & pays to see you 
DIRECTORY NUMBER 








Advertising Managers 
Public Relations Executives 
Publishers 

Association Secretaries 
House Organ Editors... 


es! 
\volope 


ings 
Sa 


oday 


There’s real savings in the new 
type mailing envelope developed 
by Equitable Paper Bag Co. 

BB SLASHES COSTS— new style 
construction on special high 
speed machinery. 

WE STURDY CONSTRUCTION — 
extra long flap to “lock” your 
publication in the envelope. 
Rugged, well pasted seams and 
bottoms and 100°%% kraft. 

WE IMPROVES APPEARANCE — 


safe arrival and clean delivery. 


RZ SAFETY EDGES—soft flap and 
lip edges eliminate cut fingers, 
speed insertion time. 








If you use 100,000 or more an- 
nually, it’s worth money to 
investigate. For full data, send 
sizes and annual amounts today! 


EQUITABLE PAPER BAG CO., inc. 
45-50 Van Dam Street, 
Long island City 1, N.Y. 
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Letters to the editor 


tinued from page 14 





ample: are the men on a salary and 
expense set-up? Do they have a 
salary, expense and bonus arrange- 
ment? Or, are they on a 100% in- 
centive program of commission 
without any other expense or bonus 
program? 

Also, it would have been helpful 
to know whether the salesmen were 
in the direct employ of the compa- 
nies mentioned, or if they operated 
as manufacturers’ agents 

Like many other companies who 
employ manufacturers’ agents ex- 
clusively, we have great difficulty 
in organizing sales quotas. We have 
done it, however, and are going 
through our third year of a rela- 
tively simplified sales quota pro- 
gram. But we would certainly wel- 
come a chance to exchange ideas 
with other manufacturers who use 
manufacturers’ agents, and either 
have quotas set up or are interested 


“in establishing quotas 


We admit that in times such as 
these a quota system is relatively in- 
accurate and very difficult to con- 
trol. Even so, our simplified program 
has assisted us no end in forecast- 
ng production and financial re- 
juirements and we are now anxious 
to refine the program 

We concur 100% with Mr Joseph 
W. Johnson, president, Snap-On 
Tools Corp., Kenosha, Wis., in his 
statement: “A quota for a district 
or branch area is primarily a stand 
ard of performance, not a minimum 
expectancy.” READ W. ELDRED, gen- 
eral sales manager, Paragon Elec- 
tric Co., Two Rivers, Wis 

[INDUSTRIAL MARKETING will be 
glad to publish here the pertinent 
comments of readers whose compa- 


nies use manufacturers’ agents. ED.] 


Says ‘Top Management’ 
will help ad profession 


® TO THE EDITOR Too few of us 
take time from our busy routine to 
pass along our opinions. For several 
weeks now, I wanted to tell you 
what a fine idea I thought your “Top 
Management” program was 

It’s bound to help us all. The 


“boys upstairs” are a hard-nosed 
bunch, and we all must bring our 
guns to bear on them if we in ad- 
vertising are to receive our just 
recognition. 

Yours is a job well done. Keep the 
program rolling . . J. A. ZIMMERMAN, 
advertising manager, Robbins & My- 
ers, Inc., Springfield, O. 


A couple of trout and seven 
NIAA members in the wilderness 


® TO THE EprTor . . I just arrived here 
in Collingwood, Ontario, from Que- 
bec where a group of advertising 
men spent a week trout fishing in 
Laurentide Park. Most of them are 
NIAA members, including Forrest 
Webster, Detroit marketing consult- 
ant and NIAA past president; Phil 
Ruprecht, vice-president, McGraw- 
Hill, Detroit; Cy Livingston, space 
buyer, Ketchum, McLeod & Grove, 
Pittsburgh; K. C. Warner, Business 
Week, Cleveland; James Clawson, 
account executive, Meldrum & Few- 
smith, Cleveland; and Charles Ack- 
erman, Ackerman Studios, Cleve- 
land 

Fishing was wonderful and I'm es- 
pecially proud of two 16%-inch 
speckled trout I landed CHARLES 
FARRAN, vice-president, Griswold- 
Eshleman Co., Cleveland 


Likes story . . 
sends subscription 


® TO THE EprTor . . I have just finish- 
ed reading “I Believe in Advertis- 
ing, But .. ” from your May issue 
This is an excellent piece of report- 
ing and I have routed it to many of 
our people here 

Can you check to see whether we 
are regular subscribers to INDUSTRI- 
AL MARKETING? If not, let this letter 
be your authority to put us on the 
subscription list HENRY VOLLE, ad- 
vertising manager, A. E. Staley Mfg 
Co., Decatur, Ill 


His salesmen will get copies 
of ‘How Advertising Paid Off" 


® TO THE EDITOR Our industrial 
tape sales manager noticed the arti- 
cle “How Industrial Advertising 
Paid Off” (IM, June, page 86) and 
thought it would be a good idea to 
have 250 copies run off to send to 
our salesmen in the field. 

We would like to have our print- 





ing department run it on our St. 
Paul company inter-office letter- 
head with this copy above it: “In 


reading a recent issue of INDUSTRIAL | 
MARKETING we came across the fol- | 
lowing article that certainly ties in- 


to many of our recent comments on 
using advertising as a sales tool.” 
The only copy below would be: 


‘Your advertising can pay off for 


you, too, if you use it!” May we re- CO advert Nie 


produce this article in the above 
manner? R. L. HANNEGAN, adver- 
tising department, tape division 
Minnesota Mining Mfg. Co., St. Paul 


in a publication 
How a program chairman 
kept his audience wide awake 


sana widial “todas ob eal where the audience 


June editorial, “The Program Chair- 
man,” you might be interested in 
the enclosed editorial from our April 


issue of Western Industry a & | pays to see Vou eee 
PRENDERGAST, editor, Western Indus- | 1% ~ 
try, San Francisco. The editorial: 


As Conventions Might Be . 
McGraw-Hill Publications 
reach the largest paid 
audience of business and 
industrial buyers in the world. 

Basic circulation principles are 

te discussed in a new McGraw- 

Naw Hill booklet, “Intrinsic Values 

of Paid Circulation.” Ask your 

McGraw-Hill man for your 


copy, or write us on your bus- 
iness letterhead. 


McGRAW-HILL 
PUBLICATIONS 


330 West 42nd Street, New York 18, N. Y. 


” 
> A‘ eo 


—_ 


a 


— 


Aa 
McGRAW-HILL dumm 
GBP OR BUSINESS 


A. ZA & : 
“AIL” : 


: 
: 
eerrrrrerrrrrrrrrrrrrrrtttrtt iti iit seeeeeeeeeceeseeeereseeeeeeeseceseesseeseeeseesenees 
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STEEL PROCESSING Problems in marketing 


A distinctive business paper edi- steead thom sane 2 
torially devoted to semi-technical 
articles that are helpful to the men aa del ey Unane 4! 
engaged in the various methods ; ie e pee 

of steel processing. Over 8,000 ee ae ee ee ee ENGING®ERING 
(C.C.A.) monthly circulation to are ana so do not feel particularly REVIEW 
the men engaged in forging, heat- : 

treating, stamping, forming and 
welding. Established in 1914 as 
the American Drop Forger, Steel ® A SELLER'S market such as we are Aviation's 
Processing has been serving the in at the present time tends to de- ONLY 
industry for 37 oes Your sales velop laxity on the part of sales as s : ‘ 
message in Steel Processing will well as advertising managements. Engineering & Design 


reach those who purchase or : : : 
specify the equipment and sup- Since we are not pressing for new Publication 
plies to be purchased in practi- business, we are inclined to let well ; 
cally all of the independent forg- enough alone bad — paid wong — 
ing and heat-treating plants and This same fact. that we are not ie engineers, designe 

most of the larger fabricating pressing for additional orders, 





would appreciate y 


ivertising Manager 


slants where steel is forged, : © 90% of readership in four top 
onal aaa hoes treated os should ove & additional time to evietion markets — Manufacturing, 
webied The September boone will study every publication on our lists Government, Research, and Airlines. 
the 33rd and also publications that should be © 84%, of current advertisers have 
used the REVIEW for two or more 
yeors. Find out why! 


carry the program of 
National Metal Congress and Ex on. Perhaps there would even be 
position in conjunction with the time for writing letters to customers 
World Metallurgical Congress; and prospective customers to see just Write today for 

Detroit - October 14-19. Why not 16-Page Aircraft Market Book 
begin an advertising campaign 
with this issue? Rates on Request 


what they are reading 
This type of research must be con- 
tinued at all times. While the urge is 
Published by not too great today, you probably 
STEEL PUBLICATION, INC. will have more time now than you 
4 Smithfield St. © Pittsburgh 30, Pe. will in tomorrow's competitive mar- 
“ket 























AMERICAN METAL MARKET “>= 
SE How management can 
er - nant promote capitalism te H Y ae 
I believe v zr joing a very acceptar advertising ° 
TTT eee vepttlapsncctninyttapactheormcapony BO tna 
ess 


TIMELY news of metot Someta, lub tus ones oy: oeecs oor | 
Roundup of Metals Supply istomers with these thoughts. I have sug . . : z ewes | 
TRL P PP said wiieiaaiis Gait anata dit tha Gum is running 0 


] 


and Demand 


AHEAD of 1950-—/! 


The substantiol increase in advertising poges 
this yeor refiects the fact thet more and more 


More Metals Advertising Than Any 
Other Medium 


componies selling the chemical process morket 


OVER . na mt Help me sel ft igement ore finding thot C.E.P. gets ection from men 
in responsible chorge of purchase specifico 


33,000 Gum come te Geb Ghae apuuiion 


T d ns behind this trend or 
Purchasing and Management ® MANAGEMENT today is accepting a ee een 
he di 
executives—who directly control reasonable part of the responsibility J, The PAID CIRCULATION of C.E.P. hos 
or influence purchases of metals, f th i ‘ f more than DOUBLED in the post 4 
or ne economic edaucation oO em- ' n 
equipment, and machinery are é years CEP. now reoches ond 


inflvences 15,000 reoders who ore 
regularly reading, 5 days each 


ployes, but it is more hesitant to 
professionally interested in the prod 
week, over 


reach out among its customers. This vets ond services it offers 





is very natural because the customer C.E.P. is the ONLY publicotion which 


market is so large, and the average ene eure esverteers of the edves 

: tage of complete coverage of the 

industrial advertising appropriation membership of the AMERICAN INSTI 

n . a a * wee : TUTE OF CHEMICAL ENGINEERS i) 
Paid Subscriber Copies is too small to be frittered away on euiee: ail decane aaaie te 


Subscription Rate such a big task terms of men who exert a primory 
influence on the purchase of equip 








$20. a Year However, many management men 


are taking a broader view and try- icols, row moteriols ond engineering 
ervices thruout all the process indus 


ment, materials of construction, chem 


: occasionally to sell understand- were 
ing of our way of life and free enter- | C.E.P. SELLS 
prise to customers and customers’ % THE PROCESS INDUSTRIES 


oyes. There are many opportu- Chemical Engineering Progress 





to do this in connection with 120 East 41st Street, New York 17, N. Y 


Offices in Chicago — Cleveland — los Angeles 








READ BY MECHANICAL ENGINEERS 
OUT INDUSTRY 


Monthly 


THE COMPLETE BUYER'S GUIDE 
FOR MECHANICAL ENGINEERS 


f [ES 


MECHANICAL CATALOG 


innual 
Rates and information upon request 
Published by 
THE AMERICAN SOCIETY OF 
MECHANICAL ENGINEERS 


29 West 39th Street New York i8, N.Y 








BLACKBOARD 


A unique, self-operated 
projector that throws the 
projected images over the 
speaker's shoulder permit 
ting him to face his audi 
ence at all times uses 
344 x 4 film slides of 
coated acetate for dramatic 


visual presentations 


se in Schools, Churches, Offices, Clu 


Homes, Hospitals, Training Centers 








THE SPEAKER atweys FACES THE AUDIENCE 
The prue of Screen Scrober 1s $6160 For more complere 


BARDWELL & McALISTER, Inc. 
BURBANK, CALIFORNIA 


your own business 

First, in an occasional advertise- 
ment change the pace, developing a 
theme that is of particular interest 
to those in your field 

Second, include facts and infor- 
mation in customer house organs, 
mail and other advertising 
literature. Manufacturers selling to 
customers’ employes from the super- 


direct 


intendent and foreman down to the 
worker can be particularly helpful 
with discussions of our spending and 
tax program 

Russia can defeat us in any one of 
three ways: 

1. By direct military attack. 

2. By propaganda and infiltration. 

3. By to overspend, 
bringing on inflation, bankruptcy and 


causing us 


depression. 

The last named threat is probably 
the greatest at the present time so 
every corporation has a basic inter- 
est in making sure that everyone 
knows the facts . . that everyone 
knows how important it is to curb 
non-essential spending if we are to 
re-arm and maintain solvency. 

If every company would make 
every sound move possible within 
practical economical limits, we be- 
lieve there would be a tremendous 
awakening on the part of the Ameri- 
can people. The legislators would 
soon learn that the people are de- 
manding the strongest economy, if 
not a reduction in taxes, and in this 
way the greatest immediate threat 
to our nation would be lessened, if 
not removed. 





National Petroleum News. . Cleveland, has 
issued the 1951 edition of the TBA Directory 

sul covering the tire, battery 
1nd accessories side of the service station 
hases of these items 


at $4,714,000,000 


ble trom 


eld. Motorists’ pur 


we es 


Howard G. Sawyer . . form 


na I lirector 





Named by Carnation 


Albert M. Ghormley has been named 
assistant to the president of Carnation 
Company, Los Angeles, manufacturers 
of evaporated milk. Getting ahead in 
business like Mr. Ghormley are thou- 
sands of regular Wall Street Journal 
readers throughout the nation—execu- 
tives and their aides who make or in- 
fluence decisions on planning, produc- 
tion, selling and buying. 





(Advertisement) 





MEE 


ORCHIDS 


Pitching a new account?...Need 
@ new idea for your “bread-and- 
butter?” Write us on your letter- 
head. We'll send, without cost or 
obligation, a sample shipment of 
"Princess Aloha” Orchids flown 
fresh from Hawaii and a folder 
of case histories on advertising 
people who have had great 
success with orchids as premiums 
or traffic builders. 


GRAHAM W. DIBLE 
“The Orchid King” 
Div. of West Adams Nurseries & Florists, inc 


Dept. A, Dible Bidg., 8th & Wall 
Los Angeles 14, California + TUcker 2492 
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CAN ADVERTISE IN 
THE PORTLAND 
DAILY JOURNAL OF 
COMMERCE FOR A 
DIME A LINE 7 


avid 
Cus L£ACN CODY 
ne Dailu Journal 
+ Commerce has 
rCAGErS ---TOK 
management, con 
on men, lumbe 
Mey), vusinessmen in 
Oreoon, Washinaton 
~ Idaho! — 


WRITE FOR SAMPLE COPY AND RATE CARD 


Daily Journal of Commerce 
7 SOUTHWEST 14TH AVE 
PORTLAND 7, OREGON 








“SNIPS” 
4 Journal of Constructive Help 


to the Sheet Metal, Ventilation, 
Air Conditienia 

Heating and Roofing 

Used year after year ty over 200 
Industrial Advertisers whe know 
martes well 


their 


SNIPS MAGAZINE 


5707 W. Lake St., Crleage 44, tii. 








SIMPSON-REILLY, LTD. 
Publishers Representatives 


since terz0e 


LOS ANGELES HALLIBUXTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 





Assignments covered from coast to coast 
Stories, facts and figures for advertisers 


Photos with 
and editors. 
Write for booklet 
Ck puoto-eaponminc SER 
38 PARK Pace WEWARK 2.87 





MARKETS AND MEDIA 
For detailed facts on 85 industrial and 
trade mortets, ond the publications serv- 
ing them, refer to your copy of industrial 
Morkteting’s Mertet Dete & Directory 
Number 
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List or net prices? 


ntinued from page 5 





firmed that any standardization and 
simplification of the pricing methods 
step in the right direction. 
Agreeing that net pricing would 
save paper work for both vendor and 
buyer, he that 
clerical work often zooms upward 


is a 


observed current 
when quantity discounts are grant- 
ed at the end of the year 

Mr. Pearson, a past officer of the 
National Association of Purchasing 
Agents, emphasized that any sim- 
methods 
be based 


plification of the pricing 
first 
study 


control which, in turn, is tied in with 


and structure must 


upon continuing of quality 
standardization of procedures 

As part of the growing recogni- 
tion of a need for more simplified 
pricing, are there any significant 
trends in industrial preferences for 
catalog price list methods? 

Should prices and other specifica- 
tion data be included in the catalog? 
Or should this be at- 
tached to it as a separate price or 
sheet? 

Mr. Maxwell of Acro summarizes 


information 
discount 


the majority preference of industri 
al purchasing executives: 

included 
with catalog material in one way or 
another along with discount sched- 
ules if applicable. I prefer this to be 
a separate sheet so dated to reveal 
current prices. If prices are included 


“I prefer prices to be 


in catalog material, they are often 
obsolete.” 

A strong preference by purchas- 
attached 
pricing information has resulted in 


ing agents for separately 
a trend among industrial companies 
to omit such information from their 
catalogs and in its place issue peri- 
odical up-to-date pricing lists. Un- 
fortunately, some companies, in 
their effort to economize on catalogs, 
have left out indexes as well as price 
information. In doing this, they are 
often likely to antagonize the busy 
buyer, whose valuable time is wast- 
ed in leafing through a lengthy un- 
indexed catalog 

For companies using list pricing, 
it seems especially uneconomical to 
include the and discounts 
within the body of the catalog. In- 
asmuch as discount sheets must be 
continually forwarded to buyers in 


prices 


order to keep the price information 
up-to-date, it would seem logical to 
omit the list price from all catalogs 
having a relatively long term of ac- 
tive use. 

By no means a complete study of 
the field of pricing, this discussion 
has summarized briefly some of the 
answers concerning a few of the 
problems and trends in current pric- 
ing methods. Your own analysis of 
your individual company pricing 
methods can, and should, go much 
further. As a start, apply your com- 
pany’s pricing system to these three 
basic questions: 


trend of 
industry? 


1. What is the 
methods in our 
our company trend? 


pricing 
What's 


2. Is the trend going to simplify our 
pricing method and structure? 


3. Should prices and specification 
data be included, or attached to, our 
catalog? 


Once your analysis of these three 
questions is undertaken, you will 
find that the study of pricing will 
lead you down other paths. For ex- 
ample, why not ask yourself these 
questions: 

Are our prices based upon cost 
data that are accurate and ade- 
quate? 

What is the nature of our 
and allowances . . or net 

as compared to competi- 


dis- 


counts 
prices 
tors? 

How successful are our policies 
on credit and collections? 

What are the company’s relative 
costs of selling large and smal! buy 
ers? 

How do our prices compare with 
those of our major competitors? 

Can we predict the probable ef- 
fect of price changes on volume and 


profits? 





inted ex 


Lester Aurbach . . has been apr 


ecutive vice-president in charge of 


Ativ 


pera 
ns of Industrial Publishing Cleve 


land. Edward Joseph was named vice 


president and circulation manager Jerome 
Pesking was appointed vice-president in 
charge of Applied Hydraulics and Precision 


Metal Molding 


Leo Haggerty . . former treasurer of Tide, 
has been appointed controller of Conover- 
Mast Publications, New York. 





REFRIGERATING 
ENGINEERING... 


TURN ON THE 
COOL WEATHER! 


At the touch of a button, 
air conditioning increases 
worker efficiency. “Impact- 
advertising” to the vast 
$3,000,000,000 refrigeration 
and air conditioning Orig- 
inal Equipment Manufac- 
turers market can increase 


your sales, too! 


Wont details? 


WRITE TODAY! 





Proud of Your Product? 


GIVE IT 


‘SS 
x se THE MARK 
“> -\\\ OF QUALITY 


A METAL NAME PLATE 


They look better... longer 


There's real sales-making value in a sparkling 
metal name plate produced by our skilled 
craftsmen. We gladly cooperate with sales and 
advertising executives in creating name plates 
which provide standout identification and spot- 
light the product. For detailed information and 
quotations, without obligation, write 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 WM. Sheffield Ave., Chicage 22, Il!., Dept. . 
Subsidiary of 
Dedge Mfg. Corporation, Mishawaka, sodas 


How to pay salesmen 


continued from page 39 





plan, including those with incentive 
elements. Until more specific direc- 
tives are issued, my interpretation 
is that wage stabilization regulations 
do not prevent decreases in compen- 
sation, so we can provide some 
limiting device as mentioned above. 

If, on the other hand, you pay 
straight salaries and feel that they 
may be too low to hold your men 
during the uncertain period ahead, 
you may find . . at least if our ex- 
perience during the last war means 
anything . . that your best oppor- 
tunity is to add an incentive ele- 
ment to your plan. I feel that your 
chances for wage stabilization ap- 
proval on this are better than they 
would be if you merely asked for 
salary increase approval under a 
straight salary plan. 


3. Is this an opportune time to re- 
vise territories? In view of changed 
conditions arising from the national 
defense effort, this is an ideal time 
to revise territories and try to 
equalize them in terms of both war 
business and normal business. 


4. How do we stimulate salesmen 
who stop pushing after reaching a 
specific income level? Human na- 
ture being what it is, many a sales- 
man’s idea of a satisfactory living 
standard is one where he doesn’t 
have to work so hard. The best 
answers I have found to this include 
transferring a 

territory to 


splitting a territory, 
salesman from one 
another, or supervising the men on a 
closer personal basis 


5. How should we keep our sales 
force intact through a period when 
we have little to sell? Many sales 
managers already are using their 
salesmen for service activities, for 
offering special aids to customers, 
for special promotion and merchan- 
dising assignments, and for offering 
engineering assistance. One organi- 
zation has brought some of its men 
into the plant, while another has 
undertaken a complete re-training 
program. Men who have been con- 
sistently below par can be offered 
inside assignments on a permanent 
basis, or they can be released. 





The Super- Market in the Heart 


of America’ s Industrial Future 


Why Scatter your Shot 


When you can get 
Concentrated Circulation 


plus 

NO OTHER CONSTRUCTION BOOK 
IS NEEDED to cover the rich six-state 
area of Oklahoma, Eastern Missouri, 
Arkansas, Western Tennessee, Missis 
sippi and Louisiana! A recent survey 
disclosed that 74.75% of YOUR pros- 
ects in this area read C.N.M. regu- 
forly as against 11% for highest of 
other 8 well-known papers listed. 


With full news coverage of bids 
wanted, lettings, etc. (the lifeblood of 
the business) ,and the intensive reader 
ship of C.N.M, this is truly a ONE 
BOOK Market for you. 


Over 6600 Readers 


Send for copy of C.N.M. data, list of 
reqular odvertisers, etc. 


CONSTRUCTION 
NEWS 
MONTHLY 


Little Reck, Arkonses 
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used over and over 


ea at re 


* Photo taken after Copex 
Prefob Exhibit was used 


five times 


.It is interesting to note that this exhibit 
has been set up four times, with the Union 
Industry Show making the fifth. After a quick 
inspection in our Sample Department a couple 
of days ago, the exhibit appeared to us to be 
in good shape and to have withstood the erec- 
tion and dismantling very well. In fact, at the 
moment we are very pleased with the perfor- 
mance of this exhibit. 

Yours very truly, KEASBEY & MATTISON” 
Exhibits from $167.50 (includ- 
ing shipping case). Send for 
free portfolio of basic designs 
with complete information for 
ordering by moi! 


PREFAB 
EXHIBITS 
Myf ah saa 
CAPEX COMPANY, INC. 


ote South Bivd. . Evanston, tilinois 


Cun Glan at <nuse cesume com> cones exam came» exiieienenannntnnannnnns tellin 


rrr 


August 1951 / 133 





This Most 
VALUABLE REFERENCE 
---Just Off the Press 


Here are the latest facts and figures on Amer- 
ica’s 85 major industrial and trade markets, 
plus all manner of helpful information on the 
many services available to you through business 
publications. You will find this new 1952 
Market Data and Directory Number 
extremely helpful—and a great time-saver 
\—in planning your marketing and 
advertising strategy in this 


guns-and-butter era 





USTRIAL 
on 88 ADE MARKETS 


latest Basic Market and Media Data on which to 
Formulate Effective Marketing and Advertising 
Approaches for Selling to Business and to Industry 


Contained in Your [777J1952 MARKET DATA & 
DIRECTORY NUMBER of Industrial Marketing 


Markets are on the march! The economy 
calls for both guns and butter. More than 
ever, basic guidance is needed in the selection 
and evaluation of markets, the appraisal of 
the business papers reaching them. And in 
your new 1952 MARKET DATA & DIREC- 
TORY NUMBER OF INDUSTRIAL MARKET- 
ING you will find the latest facts and figures 
on 85 important industrial and trade mar- 
kets, plus a wealth of useful information on 
important services of business publications, 
which combined will help you plet your 
course and show you the best way of getting 
there. Furthermore, the new 1952 edition 
contains other valuable guidance-information 


as follows: 


Ll. Over 2,400 business publications are listed and 
alphabetically indexed — complete for U. S. and 
Canada showing rates, circulations and other de- 
tails, and grouped according to markets which they 


serve. Here is your quickest media reference! 


Each of the 85 sections of MD & DN contains a 
complete list of trade associations which function in 
the field or fields. Many of these associations can 
render valuable assistance in providing additional 


data on new, unfamiliar markets. 


3. Here is 


market data available from media 


another valuable feature: Digests of 
each item being 
numbered so that it is easy for you to obtain what 


vou need. 


1. In addition to all the foregoing, approximately 
2(0 publications have provided, in the pages of 
MD & DN, specialized and informative data on their 
markets, their circulations, their services and the 


values which they offer. 
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Whenever there is doubt, for any reason, 
as to a source of supply for an industrial 
product ... the buyer wants to know the 
answers to these basic buying questions: 
Who, Which and Where .. . fast! 

If you can give buyers the answers to 
these basic questions WHEN they seek them, 
and with a simple routine, you are really 

WHO makes a product that will do the making it EASY for them to do business 


job required? with you. 


Believe it or not, getting all the answers 
WHICH make is best suited to the specific from magazines, individual catalogs, direct 


mail or directories is the HARD WAY. The 
EASY WAY is to use a pre-filed catalog 


service which includes a complete directory 


job? 


WHERE is the nearest contact or source - 
classified by products. 
of supply? . . : 

In the Electrical, Textile and Mining Mar- 
kets .. . McGraw-Hill Pre-filed Catalogs are 
accepted as important sources of BUYING 
INFORMATION by important influencing 
and purchasing factors, and used during the 
planning and specifying stages. 

Here is the EASY WAY to tell your prod- 
uct story and the EASY WAY for your 
prospects to find it... when they want it! 





For Rates, see Standard 
Rate & Data Service or 


Market Data Book 
ELECTRICAL CATALOGS 
(Formerly FBR) 


MINING CATALOGS 
TEXTILE CAYALOGS 


“SELLERS seeking BUYERS 
use Advertising 
BUYERS seeking SELLERS 


use Catalogs” 








M&F gets circulation to new plants 
while they're being built 


A slight exaggeration? Not at all! 


Mint « Facrory’s unique circulation me thod gives you fast coverage of the 


two billion dollars worth of new plants now under construction 
Here's how this circulation method works 


All Mitt & Factory subscriptions are maintained by a “circulation force” of 
1.588 industrial distributor salesmen. These men, who sell machinery equip 
ment and supplie s to industry, live and work in their territories twenty-four 
hours 1 day seven davs a week 

Thev are Johnny-on-the-spot whenever new construction is considered and 
know about it long before the ground is broken. With this knowledge it’s easy 
for them to select key individuals with real buying power, and to cover them 
with a subscription to Mutt & Factory. This means your advertising gets to 
the right man in the right plant and gets there first 


’ ; 1 
lo keep vour idvertising in step with your market, ma sure Min. & Fac rorY 


Mills Factory 


a CONOVER mast PUBLICATION 
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REACHES THE MEN, REGARDLESS OF TITLE, YOUR SALESMEN VI SELL YOUR PRODUCT 





